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SUNK 


at Newport News 
through 12 BRODIE 
BiRotor METERS 


t 


Ore Unloading Dock, where battery of 3 BiRotor 
Meters measure bunker fuel to various dock locations. 


At the C&O Coal and Ore Handling 
Docks in this busy Virginia port, ESSO Standard 
Oil Company takes advantage of the sustained ac- 
curacy of Brodie BiRotors. The meters record and 
control loading and blending into tanks of ships 
and barges. The first BiRotor installation was over 
11 years ago. Along with later models which have 


At the Coal Loading Dock, an- 
other group of Brodie Meters 
and Strainers. Counters may face 
any of 12 directions. 


Brodimatic Printing Counters 
provide verified delivery re- 
ceipts. Note easy readability of 
large figures. 
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ERYWHERE, BRODIE 
is linked with progress. 
Here’s another example 
from VIRGINIA 


been added from time to time, original Brodie 
Meters are in constant use after millions of gallons 
measured. 

If you plan a metering installation of any size, 
where accuracy and low maintenance are important, 
why not discuss your problem with the Brodie 


Metering Specialist — as near as your phone? 
817 


Master meter used to calibrate 
various dock meters is proved 
by weigh tank at right. Instal- 
lation was recently enclosed. 


Blending installation, one of 
three, where Bunker C and 
Marine Diesel are blended di- 
rectly to ships and barges. 


RALPH WN. BRODIE COMPANY .« san Leandro, California, U.S. A. 


550 So. Columbus Ave. 


CABLE ADDRESS: "BRODICO" 


DALLAS 7, TEXAS SEATTLE 9, WASH. 
167 Parkhouse St. 221-9th Ave. N. 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 


MT. VERNON, N.Y. 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, III. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES 


IN ALL PRINCIPAL CITIES 





SPRING ° 
AND 


ARE IN BLOOM 


To help you sell more service station products 


This month Ethyl begins a brand-new Magic Circle adver- 
tising campaign— broader and more intensive than ever 
before. Designed to promote the fun of pleasure driving, it 
will run from early Spring right on through the gooddriving 
weather of the Fall. 

There will be more than 60 Magic Circle advertisements 
in this new series. You will be seeing them in LIFE, LOOK, 
SATURDAY EVENING POST, SUNSET, SPORTS AFIELD 
and in Sunday supplements all over the country. 

This campaign marks the fifth year of Ethyl’s Market 
Expansion effort and has but one aim—to help you sell 
more gasoline and other service station products. 





ETHYL CORPORATION, New York 17,N. Y. 
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COUPLING 
ASSEMBLIES 


The Fastest 


Safest, Surest Coupling Known! 


OPW KAMLOKS add extra life to hose . . . guarantee 
greater security in handling all types of liquids. A perfect- 
ly, tight, no-leak seal is made instantly without twisting, 
kinking or straining of hose. Merely slip Adaptor into 
Coupler and press cam levers down. No threads to mm e, 
no twisting friction against gaskets, no tools required for 
a connection that holds fast, stays tight. 


OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from 4” to 6” inclusive. 


ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 


All styles of Adaptors fit in all styles of Couplers of the 
same size. 


BRONZE e MONEL ¢ ALUMINUM © STAINLESS STEEL © SEMI STEEL 











Free Catalog F-10R provides de- 
tailed recommendation and sizing, 
charts — factual information fo 


i ie sank OPW corPorRATION 


determining installation. 2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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Universal credit cards sign up first major 

Esso Standard tries a new pricing system 

How Congress looks at oil marketing now 

Why D-X Sunray’s changing its brand mark . 

Picture trip: Winter comes early to Alpine station . 
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What gripe sessions can do for your anand 
Here’s something new in oil burners 
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Special report 
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Cities Service stages “circus” sales meeting 
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Stamps are worth the price, says Agriculture Dept. 
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How to match tubeless truck tire valves and rims 
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Top of the Month... 


YOU PROBABLY KNOW marketing 
backward and forward. But if you're 
like many marketers, modern refining 
operations are pretty much a mystery 
to you. To help clarify the basic issues, 
NPN brings you a special report on 
refining this month. Written in plain 
English for non-technical oil men, 
it makes no attempt to explain the 
physical breakdown of the hydrocar- 
bon molecule. It does explain most of 
the fundamentals of refinery eco- 
nomics and processing technology, 
which should make it a valuable back- 
ground piece. It’s on page 125. 
Now—as one reader comments on 
page 8—maybe it’s time to explain the 
marketing segment to the refiners. 


WHAT’S AHEAD in Washington 
this spring? Plenty, the way things 
look now. On page 95 you'll find an 
up-to-the-minute report on the pros- 
pects for legislation affecting market- 
ing, from divorcement proposals to 
commercial account pricing regula- 
tions. 


SOME WINTER. This season’s cold 
spells have been the kind that fuel oil 
men dream about. For a nationwide 
picture of this year’s heating season, 
see page 107. 


SOMETHING NEW 
will be coming your 
way every month 
from now on, at the 
tail end of NPN. We 
call it Bottom of the 
Barrel. It’s on page 
191, and we hope 
it’s good for a few 
smiles. 


NEXT MONTH: The Jet Revolution 
is here, and NPN will be on hand in 
April with a special report on what 
it means to marketers. Don’t miss it. 
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Today’s road-building boom can work to your advan- 

TAKE YOUR tage. Especially if your station is in the right place at 

the right time. And that’s where your Mobil Specialist 

PROBLEMS 7O THE BPERTS. comes in. At your request, a trained specialist will be 
*** glad to help analyze the situation and make definite 

recommendations. Additional experts are available to 


Your assist you with other tough problems, too. For in- 


stance, help you reduce loading time . . . help select 
. * * og the best manpower available . . . help institute man- 
Mobil Specialists I agement procedures that make running a business 
r ‘ easier—and more profitable. 
That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 


Mobilgas Talk to your Mobil salesman today. He’s your 


direct line to the specialists. 
‘ 


Tune in “TRACKDOWN”’ every week, CBS-TV. 


YOU'RE MILES AHEAD WITH MOBIL See your local paper for time and station. 


SOCONY MOBIL OI COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 





NEW YORK 1 N. Y.—150 E. 42nd St. ¢ CHICAGO 5, ILLINOI S—59 E, Van Buren St. e BALTIMORE 18, MARYLAND—1914 North Charles e. e MILWAUKEE 1, 

One oor South First St. ¢ KANSAS CITY 138, MISSOURI—925 Grand Ave. « DETROIT 32, MICHIGAN—603 West Grand Blvd. « ST. UIS 8, MISSOURI— 

4140 Lindell Blvd. e DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CAL.—General Petroleum Corp., bid. e Flower St., Socony 
Mobil maintains many other conveniently located service offices to give you ‘close and fast cooperation. 
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Behind Our Headlines 


Refining for Marketers 


RDINARILY MARKETERS don’t pay much attention 

to refining because they’re more interested in the 

product itself than in the manufacturing process. But 
things are different now. 


The new processes being introduced in refining have 
improved product quality and manufacturing efficiency. 
This, in turn, affects the marketing process. There’s 
another factor of great importance, too. Gasoline stocks 
have been rising so fast during the cold months that a 
glut is threatening. For marketers, that means shaky 
prices and mixed-up markets. 

Because of the high interest in what goes on at re- 
fineries, NPN has prepared a special report: What 
Marketers Should Know about Refining. 

Don’t let that title scare you. The information is 
solid and has been written especially for marketers. We 
even have a section on the refining processes and their 
implication for marketing, prepared in ABC style for 
non-technical marketers. 

Just to make sure of our information, we have had 
it checked out by experienced technical people who 
vouch for the facts. 

The special report starts on page 125. Besides that, 
there is an editorial on the haywire gasoline /heating oil 
yield (page 91) and a strong complaint about illogical 
imbalance, lodged in a letter from Jimmy Little, 
counsel for the North Carolina Oil Jobbers Assn. 
(page 8). 


Finger-Tip Request Service 


we THIS ISSUE, NPN launches an expanded Reader 

Service department. We have given reader 
service for years, handling inquiries and requests of 
all kinds, but now the department is being built up 
to provide faster and better service. We call it “finger- 
tip request service.” 

One aspect of it is a new Reader Service page, 
prominently displayed (page 159). You can use this 
to order free reprints and additional information about 
products and literature. 


Put It Under Lock and Key 


LREADY THE NPN fiftieth anniversary number has 
become a collector’s item. That was the Golden 
Issue published in February. Requests for additional 
copies poured in right after publication. 
They’re harder to get now than No. 2 burning oil at 
a discount. So hold on to your copy. It’s valuable. 


{castnbeaii Editor 
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NEPTUNE METER COMPANY 


The only important 
concept in metering 


In the few minutes it takes to load just 
one big transport, a bulk meter measures 
product worth as much as the meter itself! 
That same meter may handle a million 
dollars of your money this year. Think 
how much a slight unsuspected error 
could cost you! 

The same’s true for tank truck meters, 
too. A small error on one truck alone could 
easily give away $2,000 in one year. 

Accuracy is the only important factor 
when buying a meter. All other factors 
such as lower loss of head, or lower price 
take a back seat. 

Make sure you get true three- 
dimensional accuracy. The first dimension 
...accuracy at one rate of flow at any one 
time...is easy. Most meters have it. But 
be sure your meters have the second 
dimension ...accuracy over a wide range 


for a better 


of flows. Most important, buy meters with 
the third dimension: accuracy that’s sus- 
tained over many years...accuracy that 
doesn’t shift or drift every time you turn 
your back. 

Neptune’s fine reputation and leader- 
ship is based on true three-dimensional 
accuracy. Some of the reasons you can see 
with your eyes. (A Neptune representa- 
tive will be glad to show you.) For posi- 
tive personal proof, make your own tests 
...keep comparative records. And ask 
your neighbors. 

Ask too about Neptune’s cost-saving 
and time-saving Unit Replacement Plan, 
designed to keep busy meters. always at 
peak accuracy without tying up racks 
and trucks...another reason why more 
Neptune petroleum meters are in use than 
any other make. 


measure of profit 


I9 West 50th Street, New York 20, N.Y. 





—precision machined 
Uniform wall thickness 


Extra heavy reinforcing rim 


lorger diameter cam ears 
for longer service life 


forged 
hongles 
—greoter 
economy 


wall thickness 
—no weak spots 


Recess retains gosket 
in coupler ond assures 
proper plocement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
yr wen EVER-TITE. 


and . The EVER-TITE 

Coupler : trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 


EVER-TITE distributor now. 
Shank 


Hose 
Coupling 


— precision machined 


Superior quality forged body @ 
accurate tolerances 


EVER-TITE 
Standard 


254 West 54th Street 
New York 19, N. Y. 


Dust Plug 


Dust Cap 








EVER-TITE COUPLING CO. INC. 





A Call to Arms for Marketers 


An NPN reader says it's time for marketers 
to put the blame for poor profits where it 


belongs—on refiners without self-discipline 


To THE EDITOR: 

For over two years gasoline mar- 
keters in North Carolina, and I as- 
sume elsewhere, have complained to 
one another about one another be- 
cause of the terrible price conditions. 
Each has a favorite whipping boy: 
service station operators blame job- 
bers; jobbers blame majors; majors 
blame station operators; branded mar- 
keters blame independents, and inde- 
pendents blame branded companies. 
Around we go, using up lots of energy 
and getting many things off our chests; 
but the situation gets worse and worse. 
One favorite place to lay the blame 
is on a little independent service sta- 
tion that insists upon underselling its 
neighbors. That makes everybody 
else feel good because they think they 
exonerate themselves. Actually we all 
know that such a little tail cannot wag 
such a big dog. 

It is easy for dealers and jobbers 
to blame the marketing vice presi- 
dents and to lay at their feet all the 
responsibility for the disintegration of 
the gasoline marketing structure. New 
York or Chicago is far away and they 
can’t very well answer back. 

The truth is that they are probably 
victims of the same set of circum- 
stances as are division managers, job- 
bers or dealers. They are given a job 
to do to sell all the product their com- 
panies’ refineries turn out; and if they 
don’t get rid of the stuff, I am sure 
they cannot offer any acceptable ex- 
planation to their directors. 

In my immediate area the station 
price has been from 23.9¢-25.9¢ for 
so long the public thinks that is a nor- 
mal price. At such a price no one is 
making a profit . . . but the public is 
convinced that all persons in the in- 
dustry are getting rich. 


COMING IN 
APRIL 





It occurs to me that we have all 
been growling at the wrong people. 
Refinery figures clearly indicate the 
marketing situation will get even 
worse during the spring. In October 
refiners cut back the yield of gasoline 
to a level justified by actual require- 
ments. The cut back lasted only one 
month, The yield ratio was increased 
in November and again in December. 
For 1958 the average yield was great- 
er than ever before in history. 

Everyone knows the first quarter of 
a year is the low mark for demand. 
In spite of this, in December refineries 
were putting out more gasoline than 
at any other time during 1958! To 
absorb this output gasoline consump- 
tion the first quarter of 1959 would 
have to increase 15%. Since no such 
increase has ever been experienced 
before, I can’t help wondering what 
excuse there can possibly be. 

The time has come when dealers, 
jobbers, division and sales managers 
and marketing vice presidents should 
quit complaining about one another 
and join forces in raising a loud and 
serious protest to the refining segment 
of the industry. Somehow the refining 
segment must be made to see what it 
is doing to the rest of the industry... . 

There are 288 operating refineries; 
149 of these are under the control of 
integrated companies. Certainly these 
companies can control their own Te- 
finery output. “Business Statesman- 
ship” involves a great deal of self- 
discipline. This is lacking in the oil 
industry. ... 

At least a partial cure for the mar- 
keting ills of the industry is available 
if those connected with marketing will 
only demand it. We recognize that the 
anti-trust laws probably prevent an 
absolute control of supply by the in- 


@ What the aviation revolution means to marketers 
@ How a fuel oil jobber can modernize accounting 


@ Gasoline carts: good idea—or gimmick? 


EVER-TITE Dust Protectors |! 
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dustry. I submit, however, that there 
is no law, either federal or state, that 
requires us to be complete fools. We 
are all tired of trying to explain to the 
public why gasoline prices fluctuate so 
because we can’t actually explain it. 
Will someone please explain to 
those in refining that they are bringing 
the house down on their own heads? 
Explain that gasoline is not like tele- 
vision sets, refrigerators or other hard 
goods. When there is an over-supply 
no new market is created. . . . Who 
ever heard of anyone taking an extra 
automobile ride just because the price 
of gasoline is a few cents less than 
normal. It just isn’t done. 
Please somebody explain these sim- 
ple truths to the refiners. 
JAMES C. LITTLE 


Attorney at Law 
Raleigh, N. C. 


A Lesson in Geography 


> We in the Southeast wonder why 
you switched us to the Southwest 
region, and I am sure the good folks 
of Texas will resent your relocating 
them in the Southeast [in the January 
issue NPN got its column headlines 
mixed]. 
J. C. BaRRy 
Division Manager 
Standard Oil Co. (Ky.) 
Birmingham, Ala. 


NPN hereby restores the territories to | 


their rightful residents. 


Who’s a VIP? 


The VIP sticker used by Vickers 
[on auto windshields of credit card 
customers—Jan. p15] would be a 
good idea if it were awarded to the 
customer who deserves it—the one 
who pays cash. 

BRUCE O’CONNOR 

O’Connor Oil Corp. 

Fond Du Lac, Wis. 


More Views on Private Branders 


Harry Read showed me the article 
“What’s in Store for the Private 
Brand Jobber” (Feb. p130) before he 
sent it to you. I thought it was excel- 
lent. 

Personally, I think nothing will 
happen until SIGMA [Society of 
Independent Gasoline Marketers of 
America] his its lobby in Washing- 
ton. Most independents must either 
sell out eventually or get some brand 
with a subsidy. The independent who 
insists on staying independent (no sub- 
sidy) will have to diversify with other 
endeavors just as we have done. 

In time the crude oil producer will 
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overplay his hand by competing 
fiercely on the retail level through the 
strength given him by Congress with 
the 271%2% _ depletion allowance. 
Then, and only then, will the 2742 % 
be reduced. If this is not done, retail 
marketing will have to be divorced 
from production. If the companies 
with production pursue their present 
policies of retail marketing, divorce- 
ment is inevitable. 

Any independent who thinks he can 
compete with the producer on the 
retail level will change his mind before 
1959 is over. 

If my investments were 75% in 
production and 25% in retailing, the 


largest independent brand operator in 
the country could not compete with 
me. All I would have to do is set a 
retail price at which he could not 
make a profit. I, on the other hand, 
would be assured of a profit because 
history tells us there is no competition 
in crude prices. Furthermore, the 
2742% depletion would help me to 
arrange my affairs so that I would not 
have to pay any income taxes or, at 
best, very little. 

A new factor on the horizon that 
will affect the independent is the gas 
producing companies with rates to as- 
sure them 6% on their investment and 
who have recently entered the retail 
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The Morrison Compact Valve Control eliminates “Pipe 
Fitter’s Dreams” in hooking up Bulk Plants. 
lines from the tanks to the pump. 
The Fig. 343 Concentrated Control 
Compact — Easy to Install — cuts out guess work and 


WRITE FOR COMPLETE DETAILS TODAY. 


$¢ $ JAVS 


Just run the 
The control does the 
is Simple — 


¢ $ 3JAVS 
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Brings You the Big 


Ae 


Designed Exclusively 
as a V-lite 


Nine foot pole shown with V-2 mounted 
parallel to island. Angle of the V-2 is 25 


Twelve foot pole with V-2 mounted at 


15 angle 


The Petelco V=2 Complements 


Contemporary Station Architecture with its grace- 
ful design — and provides the finest light dis- 
tribution available today! 


Slim, graceful new Petelco V-lites give you a double 
barreled approach to more nighttime business — more 
brilliant illumination plus clean, neat daytime appear- 
ance. 

Now for the first time you can have a V-lite designed 
as a V-lite not merely an adaptation of a T-lite! The 
result is a trimmer, better looking unit that provides 
a better light pattern and greater illumination at lower 


cost. 
ALUMINUM CONSTRUCTION 
Long Life— Greater Strength 


All exterior surfaces are aluminum — finished in 
white baked enamel. 


TRANSLUCENT* PLEXIGLASS DOORS 


Pleasant to look at—yet more brilliant than ever 
before! Diffused high level lighting eliminates irritat- 
ing glare — puts light in the selling area instead of in 
your customers eyes. They see your merchandise better. 
You see better — under the hood, checking tires and 


filling the tank. 
*Clear Plexiglass doors are also available 


THE PETELCO V-2 IS DESIGNED TO MEET THE 
EXACT REQUIREMENTS OF ANY STATION— 
LARGE OR SMALL 

Petelco V-lites are available in 6 and 8 foot lumi- 
naires with 2, 3 or 4 VHO, or SHO, or 2 or 4 Power 
Groove lamps installed. 

Standard Mounting angle is 15° above horizontal. 
74° and 25° angles available. 

Poles of 9’, 12’ and 14 foot heights are available so 
that Petelco V-lites can be mounted to provide the de- 
sired light level and pattern. On small islands, the 
Petelco V-2 can be mounted parallel to the island on 
a 9 or 12 foot pole. On larger islands, one or two V-2’s 
can be mounted on 14 foot poles at right angles to the 
island. The taller pole will allow clearance for trucks 
and trailers. . 


ETELCO ... 


2700 Roesevelt Reed, Broadview, Minois 





gasoline field. How low can they sell 
gasoline and be bailed out by an in- 
crease in rates to generate the 6% 
net? 

L. SITEMAN 
Site Oil Co. 
St. Louis, Mo. 


PHIL 


>I am not sure that the nut of the 
problem is price differential as stated 
in the article. This I feel is an over- 
simplification. 

Each marketer must analyze the 
over-all merchandising mix of each 
of his competitors and, if necessary, 
so change his own that he offers—in 
terms of quality, service, convenience 
and price—value equal to or better 
than the competition. 

As you know, Sun has always plan- 
ned its distribution to keep competi- 
tion between Sunoco stations to a 
minimum. As a result we have enjoy- 
ed an extremely high average gallon- 
age per outlet. With the flexibility 
inherent in custom blending, we feel 
very confident of being able to meet 
competitive moves in the petroleum 
industry or changes in the octane 
requirements of automobiles. 

WILLARD W. WRIGHT 
Vice President 

Sun Oil Co. 
Philadelphia, Pa. 


Honor Roll Jobber 


> I read with interest your honor roll 
of veteran distributors (Feb. p203). 
We congratulate you on your 50th 
anniversary and we wish to add a bit 
of glory for the Effron Fuel Oil Co. 
It was established in Poughkeepsie, 
back in 1902, by the late Jacob Effron 
and was continued down through the 
years by the late Messrs. Morris L. 
and Sidney Effron. 

We are proud to say we are 57 
years old and that we have been Gulf 
distributors since 1930. Prior to that 
we merchandised unbranded products. 

James W. Effron, son of the late 
Morris L., is now president. 

G. Davip BURGEVIN 

Effron Fuel Oil Co. 

Poughkeepsie, N. Y. 
NPN welcomes Effron Fuel Oil Co. 
to its honor roll. 


Unions and Small Business 


> It has never occurred to me that 
anyone would be foolhardy enough to 
try to organize petroleum marketing 
(Jan. p68). 

I don’t know any more about 
unions than the average citizen. That 
little I know tells me unions are like 
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anything else. They are a mighty fine 
thing basically. A mighty useful thing 
ii handled properly, used with care, 
forethought and judgment. 

That seems to be the problem here, 
either a lack of judgment or a lack 
of knowledge of the true facts, or 
both. The oil industry is considered 
one of the nation’s largest industries, 
and it is a big one from an investment 
and sales point of view. But unlike 
many others the oil industry is made 
up of thousands and thousands of 
small businesses. I just don’t believe 
there is any need, reason or room in 
a small business for union organiza- 
tion. 

In a small business the employer 
is just another man on the crew. He 


g. ‘Bn slits the 


‘> NEW LOW PRICED BRAKE-MOBILE 


for the Gasoline Retailer 


A Mobile Brake Shop for complete 
drum machining and shoe fitting 


ie 


Barrell 
ARAKE MOBILE 


Cs 


ATURING THE BARRETT 
1ON BRAKE SERVICE SYSTEM 


. 109 
: 2 





Letters 


pulls an oar, in fact the big oar. 
Working under these close circum- 
stances with his men, side by side, 
day after day for the over-all good 
of each other, there must and there 
does develop a feeling of just good 
plain old-fashioned loyal friendship. 
The small business today must be 
conducted on a basis of understanding 
and cooperation employer-employe 
wise. . 

The small business man commits 
himself to be the provider for his 
employes just as he does for his family. 
However, if he stops there and can’t 
develop in his employes the feeling 
of loyalty, desire, respect, together- 
ness and consideration he will be as 
unsuccessful as an employer as he will 


Includes the Hee 
8-400 DRUM-Dokter 
Special Lathe 
and the 
B-72 Cylindrical Type 
Brake Shoe 
Radius Grinder 


This low cost 
Brake-Mobile 








puts you in the 
Brake Service 
Business 





B-4 Illustrated 


2101 CASS AVE. . 

BRANCH 
PHILADELPHIA, PA 
CLEVELAND, OHIO 


MIAMI, FLA 
LOS ANGELES, CALIF 





(To obtain more data on 


A Real Merchandiser for the highest profit 
in the Safety Services. 


Contact your BARRETT REPRESENTATIVE 
or Write for Details 


BARRETT EQUIPMENT CoO. 


ST. LOUIS 6, MO 


OPERATIONS 
NEWARK, N Jj 
SPRINGFIELD, ILL (Export 


advertised products see page 158) 
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ISLAND OIL DISPLAY SPURS'ADD QUART’SALES 
BENNETT OIL MERCHANDISER 


PUTS OIL OUT ON THE ISLAND —WHERE SALES ARE MADE 


a 
' 


Merchandisers multiply“add quart”sales, by 
reminding motorists and salesmen to check 
their oil. They save attendants’ time and 
steps, too. 

Empty can and drip receptacle keeps the 
island neat. Panel lock ends pilferage — no 
need to move the merchandiser when the sta- 
tion closes. Illuminated sign available for 
added sales impact. Handsome styling and 
rugged construction make Bennett’s Oil 
Merchandiser a long-term profit producer. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION *« MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal ¢ Winnipeg * Vancouver 


(To obtain more data on advertised products see page 158) 


Letters 


be as a husband and father. The small 
businessman doesn’t need anyone to 
organize his employes and help him 
run his business any more than he 
needs someone to organize his wife 
and children and run his home. 
Unionizing by its very nature 
teaches and practices separation of 
employer and employe—the very thing 
that will further strangle and kill small 
business. 
WALLY NORTON 
Frontier Refining Co. 
Denver, Colo. 


Highways, Taxes and Economics 


> The article on federal highways in 
your January issue (p71) calls atten- 
tion to an immediate problem of vital 
importance to every motorist and tax 
payer... 

The national economy is just re- 
covering from a recession caused in 
no small part by a slump in the pur- 
chase of new passenger cars. The 
completion of new and improved high- 
ways should be the most effective 
stimulant to the purchase of new cars. 

There is no more certain deterrent 
to this desire, however, than an in- 
crease in the cost of gasoline (via a 
3¢ or 4¢ tax increase). This will also 
have a very discouraging effect 
throughout our whole industrial econ- 
omy. Certainly the prospective car 
buyer will base his selection very 
largely on the fuel consumption of the 
vehicle. This will be a boon to foreign 
manufacturers. 

It seems fairly obvious that we have 
reached the point of diminishing re- 
turn. A raise in gasoline taxes will 
not only reduce the buying of new 
passenger cars, it will also induce 
buyers to seek excessive economy of 
gasoline consumption, limit the an- 
nual mileage per car and very defi- 
nitely handicap the profitable opera- 
tion of taxis, buses and trucks .. . 

The prospect of 3¢-4¢ more gaso- 
line tax will immediately bring about 
a public investigation that will make 
evident the diversion of automotive 
taxes. There are enough states with 
anti-diversion laws now to promote 
the passage in the rest. The federal 
government would not be immune. 

Deficits in highway funds must be 
prevented in some way other than 
more gasoline tax. Reduce the diver- 
sion of automotive taxes. Issue bonds. 
Prolong the period in which the build- 
ing program is to be completed. Seek 
any other remedy, but don’t kill the 
goose that is laying the golden egg. 

JOHN HARPER 
Harper Oil Co. 
Long Island City, N. Y. 
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Isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


SERVICE, above all? Full-flow without vibration or 
4lll ¢ 1%” ball restriction? Positive seating? And don’t you want full 
check valve and easy accessibility for service? We’re sure you do 
... and we're sure you'll like the new Buckeye Model 

4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
WRITE FOR FULL DETAILS AND SPECIFICATIONS _—*H¢ Dody, guide the ball as it lifts from seat. 
BUCKEYE IRON & BRASS WORKS, Dept. N Available in several combinations for connection 
Box 883, Dayton 1, Ohio 


‘| 7 a 4 
ae 
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QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 0 (P81) a 


W 
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SERVICE STATION of Terre Haute 
Oil Corp., Terre Haute, Indiana. 


COMPLETE CONTROL over merchandise, money and rec- 
ords is possible with this National Cash Register System. 


MR, W. S. GRIFFITH, 
Station Manager. 


“Our G@lalional Charge-Posting System 
saves us *3,200 a year... 


pays for itself every 10 months!’’—w. s. arittith, Terre Haute Oil Corp. 


Terre Haute, Indiana 


“Overall performance and savings 
in time and money are vital in my 
business,” writes W. S. Griffith of 
the Terre Haute Oil Corp. “We now 
get much more accomplished dur- 
ing business hours, thanks to our 
National. 

“Our National Charge-Posting 
System increases the performance 
of station personnel. Individual cash 
drawers and printed sales totals re- 
duce carelessness and stimulate 
competition among the attendants 
to provide better service. 


“Moreover, National’s previous 
balance feature speeds statement 
mailing by 10 days because of accu- 
rate daily records and instant ref- 
erence to previous transactions. Our 
profits have increased through real 
savings in time and money. Our 
National SAVES US $3200 A 
YEAR ...pays for itself every 10 


months.” 
hi 8 Sogfok 


of the Terre Haute Oil Corp. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 


14 (To obtain more data on advertised products see page 158) 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through 
savings then continue to return a regu- 
lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 

pages of your phone book.) 


“TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer paver (No Canpon Reauiren) 
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Money-Making Ideas 


Fy 


How to Cure the Manpower Problem 

No more attendant worries for Conoco dealer George Soffa, Jr., of Pueblo, 
Colo. His eserves: wife Esther and 10-month-old Patricia, Elizabeth 12, 
Marilyn 9 George III 8, David 6, Celine 3, and twins Lanita and Anita 2. 


Another’: on the way. 


$ 


SPRING PROMOTION campaigns 
are busting out all over. Are you 
ready to back up your supplier? 

Jobbers can get more mileage out 
of national and regional campaigns 
by tying in their own efforts. Many 
suppliers give material for local ads, 
and some offer financial aid. But you 
can go beyond even that. 

You can work up your own travel 
promédtion, plugging: local historic or 
scenic areas. 
“Planting Time” promotion, giving 
away seeds at stations. 

Easter Egg Hunts, tuneup pro- 
grams, lube changeovers—all are nat- 
urals as tie-ins with spring ads. And 
now is the time to get your station 
crews decked out in new uniforms. 


$ 


FILLPIPES BURIED under the 
snow? Here’s a summer project that 
will save your drivers time next win- 
ter. 

A New Jersey fuel distributor puts 
a small metal tag on the customer’s 
house opposite the fillpipe. He meas- 
ures the distance from the house to 
the pipe. That data is made part 
of the driver’s delivery ticket. In a 
heavy snow, the driver can easily find 
the pipe by pacing off the distance 
from the house. 
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You can sponsor a 


$ 


RELIEF DRIVERS making fuel oil 
or gasoline deliveries on strange routes 
often lose time trying to find their 
accounts. Here’s what a Standard of 
California bulk plant does: 

Regular drivers prepare a detailed 
map showing in a number code the 
location of all accounts. Then they 
make a list giving the name and street 
address corresponding to each num- 
ber on the map. Relief drivers have 
no trouble finding accounts. 


$ 


BURNER SERVICE CONTRACTS 
are good for business, but sometimes 
hard to get. Here’s how one jobber 
boosted his contract ratio from one 
cut of 10 customers to one out of 
two: 

He announced a new policy of 
automatic burner service, with a 
charge of $2.45 a month extra. A 
three-month build-up period followed 
before the policy went into effect. 

Customers were given the chance 
to turn down service contracts. The 
jobber lost only three good accounts. 

More than half of those who 
refused contracts didn’t own their 
homes. The jobber thinks the mass 
approach is sound, but cautions, “If 
I had it to do over again, I'd go a 
little more slowly.” 





PERSONALIZED 
PRACTICAL 


GIVEAWAYS 


AND GOODWILL BUILDERS 


for LOW COST 
LONG LIFE 
PROMOTIONS 


OILERS 


with 
YOUR 
IMPRINT 


Attractive as they 

are useful . . . these 

handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less— leakproof —grease- 
less — odorless — they’re 
tops with both men and 
women. 

The clear, clean plastic dis- 
penser contains highest quality 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure. 
It’s a low-cost, sure-fire promotion! 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM- 
PRINT in gold on cover. LUB-A-KIT is 
nationally advertised at $1.00, but it’s 
available in quantity at amazing low cost. 
A practical, attractive gift or self-liquidat- 
ing premium. 


LUB-A-PAK 


with YOUR NAME IMPRINTEL 


Another reusable pocket-size 
plastic pack containing two 
specialized lubricants. Has 
endless uses indoors and out. 
Case available in assorted 
colors. A quality gift at 
lowest price! 


We'll also package your oil if you desire 
Write for complete information and prices. 


PANEF MFG. CO. 
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WHY BRAKE SERVICE 


WITH RAYBESTOS? 


In aword... 











...the ones that interest you most, 
petroleum sales. The station with a repu- 
tation for offering extra services attracts 
new customers. Gasoline gallonage bene- 
fits most from this increased trafhe. Sales 
of motor oil and TBA also rise. The 
entire station profit picture becomes 
brighter when a dealer can satisfy most 
of a motorist’s needs . . . including the 
need for dependable brake work. 


But to do top-flight brake work a dealer 
must use only the very finest products— 
not cheap, off-brand linings that, in the 
long run, will only hurt his business. 
Here are just three of the reasons why 
you'll want to urge your dealers to use 
Raybestos, the linings that set the stand- 
ard for the industry: 


¢ National advertising 
Motoring America will be 
pre-sold on Raybestos by a 
powerful campaign on NBC’s 
*‘Monitor’”’ and in, national 
magazines. 

¢ National distribution 
Whether you’re a national or 
regional marketer, Raybestos 
can fully service your stations, 
providing prompt delivery of 
parts at all times and thus 
eliminating the need for exten- 
sive inventories. 

¢ Sound training program 
Raybestos factory schools and 
local brake service clinics (fea- 
turing up-to-the-minute films) 
train mechanics effectively. 


If you would like to discuss the possibilities of Raybestos in your service station 


plans, just write to us. We will be delighted to meet with you at your convenience. 


AMERICA’S BIGGEST 


RAYBESTOS DIVISION of Raybestos-Manhatt 


SELLING FRICTION MATERIAL 





, Inc., Bridgeport, Conn. 


RAYBESTOS-MANHATTAN, INC. Brake Liningse Brake Blocks Brake Fluid Clutch Facingse Industrial Rubber 
Mechanical Packings « Asbestos Textiles « Engineered Plastics « Sintered Metal Products « Rubber Covered 
Equipment ¢ Laundry Pads and Covers e Abrasive and Diamond Wheels « Industrial Adhesives ¢ Bowling Balls 


(To obtain more data on advertised products see page 158) 





y re Saying 


About sales pitches... 
employe stock options 
.. . oil's public relations 


Crave [jobbers] thought of offer- 
ing their employes or their dealers 
or both a chance to acquire a stake 
in the business right now? Large cor- 
porations have to use things like 
stock options and stock bonuses to 
attract and keep good men. There’s 
no reason why a like plan wouldn’t 
work for smaller business as well.” 
Dwight F. Benton, vice president of 
sales, Standard Oil Co. (Indiana). 


rn, the higher echelon of policies 
and politics, you have been stupid, 
you have been arrogant, and you have 
been totally unmindful of the inevi- 
table consequences and implications 
of your conduct and your behavior. 
I have often wondered why a whole 
industry like yours—as great, as 


. rich, as resourceful as it is—should 


permit so many things to be done in 
its collective name.” Louis B. Seltzer, 
editor, The Cleveland Press. 


The oil industry desperately needs 
political and popular good will. The 
best way to get it is by doing good 
works and then by everlastingly ad- 
vertising — institutional advertising. 
I don’t mean how good the oil is or 
how good the gasoline is, but how 
good the industry is. You need 
industry-wide discipline against public 
relations goofs.” Lyle C. Wilson, vice 
president and general manager, United 
Press International. 


OA, consumption increases and 
inefficient outlets close, most of the 
modern outlets will, I believe, pay 
out in volume and profit. In many 
cases where they already have, the 
distributor has been adversely affect- 
ed, mainly because of his unwilling- 
ness to reinvest earnings or take 
advantage of financing opportunities 
available to him for the modernization 
and expansion of owned and control- 
led distribution.” J. G. Jimenez, vice 
president, eastern division, Tidewater 
Oil Co. 


NPN’s Saying-of-the-Month 





Cie you’re doing well with a particu- 
lar selling message, resist all efforts to 
change it despite what the experts or 
so-called experts say.” Edward Gott- 
lieb, public relations counsel, New 
York City. 
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Everyone Must Earn His Way 


That's the upshot of 
ever growing competi- 
tion, says D-X Sunray’s 
Breitweiser™ 


6¢The world we live in is moving at 
a terrific pace. . . . Change is taking 
place so rapidly, and with such an 
ever increasing tempo, that change 
is now a constant factor in our lives. 

. The sales organization in any 
company is just now beginning to find 
its rightful place, or maybe I should 
say beginning to MAKE a place of its 
own. Now, while I am _ on. that 
thought, let me drive home this point 
—no one has an inherent right to a 
place in the long chain of command 
of marketing, whether he be a broker, 
distributor, jobber, commission whole- 
saler, retailer, or what. If he cannot 
fulfill a “functional purpose” in this 
ever increasingly competitive indus- 
try, he is OUT. 

Gentlemen, I want to lay it on the 
line as frankly and candidly as I know 
how. Competition is getting too fierce. 
We are moving at too great a pace. 
Even this great oil industry is not 
able to hold an umbrella over anyone 
in the future. 

Every man, every operation, and 
every phase of the business has to 
earn its right to survive. No longer is 
anyone entitled to a place in this 
marketing picture just because it was 
the custom or program of the past. 

. Now don’t misunderstand me, 
I am not trying to say that the jobber 
is on the way out. But I am saying 
that unless the jobber, the distributor, 
the independent marketer, or the inte- 
grated supplier, can perform a func- 
tion or service, he’s on the way OUT. 

. The day of ever increasing 
margins and other fringe benefits has 
just about reached its limits. We are 
going to have to squeeze out some of 
the water, get down to bed rock. 

. Now besides the competitive 
fight that lies ahead, we have an in- 
dustry survival problem. . . . We need 
to have a better understanding of each 
other’s problems as well as a better 
working relationship all up and down 
the line. 

. . You have been vociferous in 
your feelings on many subjects; for 


*Highlights of a speech by Stanley D. 
Breitweiser, D-X Sunray executive vice 
president, to the Kentucky Petroleum Mar- 
keters Assn. For more on that meeting 
see page 30. 
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example, sales to commercial ac- 
counts, overbuilding of service sta- 
tions, the color of the supplier’s hair 
—a whole multitude of dislikes. In so 
doing this, in my opinion, you've 
closed your ears to the supplier’s prob- 
lems and I believe you should open 
up your mind, as well as your ears, 
and try to at least understand what 
some of his problems are. 

. . The widespread application of 
price protection at the jobber and 
dealer level is the most costly prac- 
tice we, as suppliers, engage in. Now 
don’t get me wrong. I’m not interested 
in putting all our jobbers and dealers 
out of business because of the action 
of some unstable marketers operating 
in our marketing area. We intend to 
keep our jobbers and dealers in busi- 
ness—but I do think it is a mutual 
problem that you, as jobbers, and we, 
as suppliers, face. 

. I am convinced the age of the 
marketer, like the space age, is now 
in its infancy. .. . With man consum- 
ing more of everything, with man’s 
wants on the increase, and with popu- 


What They’re Saying 





Breitweiser: Gone is the silver spoon 


lation trends literally bursting at the 
seams, marketing, to me, offers a real 
challenge. 

. . . No one in today’s petroleum 
marketing picture has a silver spoon 
in his mouth. No one has an auto- 
matic birthright. No one is entitled 
to a functional discount. We must 
perform a service. We must perform 
a function, if we are to progress— 
yes, if we are to survive. We must have 
a better understanding of each other’s 
problems. 99 





INVENTED 
SERVICE 
: ri ONS som 


LISTED WITH 
HOLD-OPEN 


Use fill up time 
for customer 
attention time! 


That’s ‘right! You don’t have to 
stand by idly holding this Nozzle. 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 
money. No overflows, no gas 
stains on car body to clean off, no 
angry customers. 


OPw's NO.1 
FULLY AUTOMATIC 
SHUT-OFF NOZZLE 


ol-idaalit-@ elem ome ha-ma 2ertaal: la. 


service with one man! 


Stop working for your pump nozzle. Get 
the Nozzle that works for you—OPW'S 
No. 1 Fil-O-Matic, the Fully Automatic 
Shut-Off Nozzle, Write on your lefter- 
head for more information. 


OPW CORPORATION 


2735 COLERAIN AVE. 3} 


CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 


VALVES @ FITTINGS @ ASSEMBLIES for handling hazardous liquids. 
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Steady lube customers are a constant source 
of extra service sales and profits! For more lube 
job “returns,” modernize your lube department 
with Alemite’s complete line of quality 
equipment. Alemite offers you this unmatched 
protection in writing: (1) a 27-month “Sealed-in 
Air Motor” warranty (2) a 12-month 
Equipment Warranty (3) a 12-month warranty 
on high-pressure hose. And wherever you 
are located, you can be sure of prompt 
maintenance and repair service from one of 
Alemite’s 484 service centers coast-to-coast! 
Look to Alemite—the lube 
equipment leader—for 
the superior service that 
brings customers back. 


Depend on Alemite Lube Equipment to Help 


BRING 
SERVICE 


CUSTOMERS 


Everything you need 
to handle more lube jobs faster: 


De Luxe rr re 
ment — Feathe 
ity beautiful, eas } 
a 100- or ice 


drums on | 


r-touch ¢ plays y 


ilehiaallale Mase] olial-3f 
120-lb. refinery 


Matchec 


20-lb. drums 


Wall Alemiter Electronic Wheel Balancer 


 Valachikimecllaciaih meaaeli )- Ik Balances all sizes of wheels 
drums t iaal-tele Matas 


felt laa) ey -taehitelal 


line durable steel 


Overhead Hose Reels — “Super-H igh- Pressure 


Distinctive new design! Section- 
alized construction permits in- 
stallation of additional units. 
Reels are interchangeable. 


Pump — Powers both Wall 
Alemiters and portable units. 
Instant recovery — no pressure 
drop, no time lag. 


WRITE FOR COMPLETE CATALOG TODAY! 


ALEMITE 


Oirviiston 


SW PLN] STEWART-WARNER 


Excellence] CORPORATION | 


Symbol of mbol of} 


Dept. AS-39, 1850 Diversey Pkwy., Chicago 14, Ill. 
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On time on FIRESTONED! 


They cut costs on LP-Gas deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business to buy and specify Firestones! Ask about them today at your 
nearby Firestone Dealer or Store. Headquarters for fast, reliable service! *FIRESTONE TM. 


oh gt 


TRANSPORT* SUPER ALL TRACTION* 
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LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES (4 rire stone 
a Ie Aa. e 4 ? y 


Enjoy the Voice of Firestone every Monday evening on ABC television 


4\, 


= 


Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 
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MARKETOR 


.«. thrifty is the word for it. 48 inches low, with advanced functional 
design . . . the Bowser MARKETOR introduces new economies to 
marketers interested in low cost, low maintenance gasoline dispensing. 


CLEAN, UNCLUTTERED FORTY-EIGHT 
INCH LOW PROFILE 


LARGE, EYE-LEVEL TV DIAL WITH 
WIDE-ANGLE VISIBILITY 


STAINLESS STEEL SIDE/TOP PANELS 
FULL-LENGTH COLOR IDENTIFICATION 


NEWEST COMPUTER WITH OVERRIDING 
SAFETY CLUTCH 


SINGLE LEVER, ONE-HAND CONTROL 
WITH FULLY AUTOMATIC RESET 


NONSCUFF HOSE ROLLER GUARDS 


EASY-PULL CABLE-REEL HOSE RETRACTOR 
WITH LATCH-OUT DEVICE 


PLUS MANY OTHER NEW 
AND EXCLUSIVE FEATURES. 


The new dimension in marketing equipment. 


Occupies less island space than any 


other modern dispenser . . . 1614” x 202”. 


May we send detailed specifications 
for your consideration? Write . . . 


BOWSER, INC., 1300 E. CREIGHTON AVE., FORT WAYNE, INDIANA 

BUFFALO e CHICAGO e CLEVELAND e¢ DALLAS 
¢ MINNEAPOLIS e NEW ORLEANS 
SEATTLE ¢ TULSA 


SALES AND SERVICE OFFICES: ALBANY e¢ ATLANTA ¢ BOSTON e¢ 
DETROIT « FORT WAYNE e¢ HOUSTON ¢ KANSASCITY e LOS ANGELES e MILWAUKEE 
NEW YORK e OKLAHOMA CITY ¢ PHILADELPHIA ¢ PITTSBURGH e ST LOUIS e¢ SAN FRANCISCO e 
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The Southeast: 


Georgia oil men work 
for their community 


OIL MARKETERS of Carrollton, 
Ga., have decided that one-shot pub- 
licity and advertising campaigns are 
fine, but a long- 
range effort is 
better. Their an- 
swer is a_ park 
for the young- 
sters — the “Park 
That Gasoline 
Built.” 

A group of 
45 men composed 
of 10 jobbers and 
35 dealers is now 
landscaping sev- 
en acres. The site 
will be equipped and maintained by 
contributions coming only from oil 
men. 

Late last year the Carrollton group 
raised kickoff funds for the park with 
a special day on which every dealer 
gave 2¢ on every gallon of gasoline 
sold. Another 2¢-a-gal. fund-raising 
day is planned for next Aug. 25 in 
connection with the petroleum cen- 
tennial. 

Townspeople are backing the proj- 
ect. One non-oil man wanted to help. 
He couldn’t contribute money because 
you have to be an oil man to give 
cash. So this citizen gave a day’s bull- 
dozer service to the park. 

Besides serving the community, 
Carrollton oil men are getting plenty 
of good public relations mileage out 
of the project. The local radio station 
and newspapers are backing the proj- 
ect all the way, and making sure the 


By B. E. Barnes 








people of Carrollton know who started 
the park development. 

The only playground areas now 
available in Carrollton are rather old 
ones at the public schools. The oil 
men of Carrollton thought the town’s 
youngsters deserved something better. 
Dealers and jobbers are pledged for 
more than seven years to build and 
maintain a park the whole town can 
be proud of. 


Esso Standard has opened its first 
combination classroom-station in the 
Virginia-West Virginia district (see 
picture). One Virginia jobber (of an- 
other major oil company) described 
the $100,000 building as “just about 
the prettiest station around here.” 

Ten dealers at a time will get the 
regular eight-week Esso course. 
They'll spend 7 hours on the island 
serving real customers, 125 hours in 
the practice bay sometimes servicing 
actual customers’ cars, 4 hours in 
neighborhood solicitation, 26 hours 
learning selling, 7 hours learning to 
teach their own employes, and 148 
hours in the classroom. 

Estimated cost per student: $2,000. 

The new station is part of a grow- 
ing network of Esso retail schools. 
They’re founded in the belief that “the 
development of today’s highly compe- 
titive conditions has made comprehen- 
sive dealer training a virtual precon- 
dition to survival.” 


North Carolina Oil Jobber leaders, 
who at last November’s NOJC meet- 
ing opposed going to the federal gov- 
ernment for relief on commercial- 
account abuses, have voted to reverse 
their stand. They'll now back NOJC. 

Four jobbers are planning to set 


Regions 


Gasoline Builds a Park 


up a small-business investment cor- 
poration for loaning money to quali- 
fied distributors. 

None of the four is ready to talk 
about plans for selecting which job- 
bers will get the money, but applica- 
tion for funds is being made to the 
Small Business Administration, under 
the Small Business Investment Act. 


>A group of Virginia jobbers is 
working with Rep. Burr P. Harrison 
(R.,Va.) on his bill to allow jobbers 
to pay federal tax direct to the In- 
ternal Revenue Dept. rather than to 
suppliers. 

Harrison has already introduced the 
bill in the House (HR-101). It’s like 
one that Virginia jobbers succeeded 
in getting passed at state level last 
year. 


>Alabama jobbers are pushing a 
bill to allow up to $200 refund from 
state taxes to cover jobbers’ collection 
expenses. 

Now Alabama jobbers have to be 
bonded to the state to collect 7¢ gal. 
on gasoline, and they get no expense 
allowance. The jobbers argue that 
Florida already allows refunds up to 
$2,000 a month, and 38 other states 
give refunds. 

The bill, to be introduced to the 
Alabama legislature May 3, will ask 
for a 2% refund on the first $5,000 
collected per month, and 1% on all 
amounts over $5,000. Total refund is 
not to exceed $200 in any calendar 
month. 

Watching the bill from close range 
will be Richard C. Belser, executive 
secretary of the Alabama Petroleum 
Jobbers, who is reading clerk in the 
Alabama House; and jobber E. O. 


NEW COLONIAL FOR OL’ VIRGINNY. This new training station in Richmond, Va., (see Southeast region) is Esso’s 
first in colonial style. Air-conditioned classroom at right (27x30 ft.) is adjacent to training bay 
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US BATTERY SEPARATORS 


THERE’S A “U. S.” SEPARATOR 
FOR BATTERIES IN ANY PRICE RANGE 


For Premium Batteries 
U.S. PEERLESS* 
MICROPOROUS RUBBER 


For Medium-Priced Batteries. isp 
U. s. SENTINEL** ; ee j a y 


RESIN-IMPREGNATED, ; For Competitive-Priced Batteries 
REINFORCED WITH PLASTIC RIBS U.S. REVERE* 


RESIN-IMPREGNATED 


“U.S.” Separators provide the finest battery insulation in the world 


Whatever your type of battery, there’s a “U.S.” Our staff engineers specialize in advising what is 
Separator that will make it perform better. Take up the best separator for your own particular needs. 
your battery separator requirements with “U.S.”— Write United States Rubber, Rockefeller Center, 


the world’s largest producer of battery separators. New York 20, New York. Soot 
*Pat 
‘ Patent applied for 


Mechanical Goods Division 


See things you never saw before. Visit U.S. Rubber’s New Exhibit Hall, Rockefeller Center, N.Y. 


(To obtain more data on advertised products see page 158) NATIONAL PETROLEUM NEWS * Marzh, 1959 





Regions 
Eddina, assistant floor leader in the 
Senate. 


PJobbers in South Carolina are 
backing a law designed to stop the 
flow of bad checks into stations and 
fuel-oil jobberships. At present, South 
Carolina law is easy on bad-check 
passers. 

The new proposal will make it a 
misdemeanor to write a check for a 
credit account if funds on deposit are 
insufficient to back the check. 

Several members of the South Car- 
olina Oil Jobbers will appear before 
a legislative committee this spring to 
back passage of the bad-check law. 


Alaska 


Oil boom in 49th state 
could outstrip gold rush 


INTENSIVE oil exploration is going 
on in Alaska. Virtually all U. S. com- 
panies are involved, spending millions 
of dollars. 

There’s speculation that the 49th 
state, more than twice as large as 
Texas, is soon to experience an oil 
boom that will make the gold rush 
look pale. 

Two test wells on the Kenai Pen- 
insula south of Anchorage are now 
producing. Standard of California is 
operating them (under a contract with 
Richfield of California), trucking 
crude to Seward, and shipping to 
Standard’s Richmond, Calif., refinery. 

These wells are undergoing tests to 
determine their potential. If feasible, 
an $11-million pipeline to Seward 
may be built. 

Alaska hasn’t had a refinery since 
a small plant in its Katalla field 
burned down in 1933. Up to now the 
market hasn’t looked good enough to 
justify another. But companies are 
eyeing the state more closely now. 

In the nearby Yukon Territory of 
Canada, just east of Alaska, a 3,000- 
b/d plant will go on stream this 
spring. It’s being built for Alaska- 
Yukon Refiners & Distributors, Ltd. 
The plant will make asphalt and stove, 
diesel and bunker fuels, and it has 
been designed for easy expansion. 

Leasing activity in Alaska is also 
intensive. More than 40-million acres 
of federal lands have been covered 
by leases or lease application since 
discovery of oil on Kenai peninsula 
in 1957. 

Recently the Interior Dept. 
approved a contract with Richfield, 
Los Angeles, for oil and gas develop- 
ment of about 490,000 acres in the 
Katalla-Yakatanga area. 
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Another 

[ Father-and-Son 
RICHFIELD 

\ Distributor 

\ Team 4 


GOOD POINT: Sam Gelfer, partner with Jeff Obrist, of the Westchester Service Oil Com- 
pany, Inc., Yonkers, New York, registers a point with his son, Monty, as tank wagon driver 
delivers gasoline to service station. Sam and Monty are Independent Richfield Distributors. 


“My son’s future is set” 


says Sam Gelfer, of Westchester Service Oil Co., 
20 years an Independent Richfield Distributor. 


“When I first became an Independent Richfield Distributor” observes 
Sam Gelfer, “my son, Monty, was too young to know what he wanted 
to be, career-wise. Today, in business with me, he would like to step 
into my shoes when I retire. He forsees a glowing future, with inde- 


pendence and security, as a Richfield Distributor.” 


“Another reason Monty wants to continue with the Richfield Eagle is 
the marvelous cooperation we get from Richfield in advertising, mer- 
chandising and otherwise. Believe me, it’s mighty gratifying to just 
pick up the phone and be able to talk over a problem with any Richfield 
executive. And Richfield never competes with its Distributors. Do I 


recommend a Richfield Distributorship to any man? I sure do!” 


WHY WAIT? Find out for yourself all the benefits of becoming an 
Independent Richfield Distributor. Write, wire or phone us. Now! 


S\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17,N. Y. 


| Serving the Eastern Seaboard from Maine to Florida 
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Built to the same standards that 
have made Bennett service station 
pumps famous for quality the world 

y over, Fleet Jr. pumps bring new 
fueling economy and convenience to 
small industrial fleets, farms and 
estates. Fleet Jr. pumps help keep 
accurate control of fuel costs, make 
refueling easier, faster, safer and 
prevent pilferage. 

“Multi-Level” design with new 
extra height and “Tilted” Dial Face 
give easy readability at any vehicle 
fuel tank elevation. 

Direct drive rotary vane pump. 
Straight union type intake coupling. 
Heavy gage steel housing over 
strong welded chassis. Easily acces- 
sible for inspection and service when 
needed. 


@ 51” HIGH for better visibility and 
convenient nozzle location. 


@ TILTED DIAL FACE is easy to read. 


@ UP TO 12 GPM delivered over 10- 
foot lift. 


HORIZONTAL REGISTER indicates 
up to 100 gallons —totalized to 
100,000 gallons. 


PADLOCK provision ends pilferage. 
LIGHTED DIAL FACE available. 


Pe 
Gradltional 
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The Midwest 


Smile when you utter 
those words, stranger 


IN MID-1956 the advance elements 

of Sun Oil’s western invasion forces 
penetrated into Lake County, Ind. 

For _ gasoline 

retailers in this 

densely populated 

industrial belt just 

southeast of Chi- 

cago, it was an 

historic moment. 

Old and _ estab- 

lished marketing 

patterns were 

about to undergo 

\ radical change. 
By Lewis Brigham There are those 

who insist _ that 
Sun’s arrival in Lake County marked 
the beginning of a series of stormy 
price wars in an area that hadn’t seen 
one in 25 years. Others say it was 
purely a case of today’s new compe- 
tition catching up with an area that 
traditionally had been able to reward 
its dealers with long— and unchal- 
lenged — margins. 

Three Hot Words — In any event, 
“Sun” is one of three highly contro- 
versial terms in Lake County market- 
ing circles today. The other two are 
“the association” and “the union.” 

Some years ago the Lake County 
Gasoline Retailers Assn. voted not to 
use trading stamps in the county. As 
the group pretty well blankets the 
area, this stand was effective. In addi- 
tion, the association is on record 
against puting up price signs at sta- 
tions. The obvious intent of this action 
is to discourage price cutting and 
preserve the 8¢ and 9¢ margins 
county station operators have grown 
accustomed to. 

Helping to strengthen this position 
further was the action of the union— 
Local 142, General Drivers, Ware- 
housemen and Helpers. They wrote 
into one of their two contracts a pro- 
vision prohibiting station deliveries if 
price signs were used. This contract is 
chosen chiefly by major company out- 
lets belonging to the association. 

The other contract calls for a 
higher hourly rate of pay for drivers. 
It’s used principally by the private 
branders in the area. 

The effect of these agreements has 
been the maintenance of a stable— 
and profitable—level of dealer mar- 
gins for several years. 

A New Look—With Sun’s appear- 
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Another packaging advance by Continental 


the new 


ni-STACKER 


utility can with 
reversible spout 


e Saves time, space, filling and 
shipping costs 

e Simple to palletize 

e 1.C.C. approved 


Continental’s new, Dome-top Hi-Stacker 
makes every inch of shipping, storage 
and display space count. It’s easy to fill, 
easy to handle. Filler openings are avail- 
able to fit your requirements. For further 
details, ask your Continental man. 


DOME STYLE ’ 
seb CAN | REVERSIBLE SPOUT RIDES 


SAFELY, ATTACHES EASILY 











Spout remains inverted during shipment and 
storage. To pour, spout is reversed — ready 
for fast, smooth dispensing. Spout remains 
in fixed position until container is empty. 








Looks like Continental’s famous 
Dome-top utility can (at left). 
Has all its sales features. 
Completely redesigned to save 
space and money. 











CONTINENTAL E CAN COMPANY 


Eastern Div.: 100 E. 42nd St., New York 17 Pacific Dic.: Russ Building, San Francisco 4 
Central Div.: 135 So. La Salle St., Chicago 3 Canadian Div.: 5595 Pare St., Montreal, Que. 
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BLUE 


JUST THE BEST YOU CAN BUY! 


AMERICA’S 


COATS No. 1 TIRE CHANGERS 
TIRHMAN | 


Coats Company, inc., is the recognized 
leader in the tire service equipment field, 
offering products distinguished for value 


greatly exceeding others on the market. 


Now, more than ever before, this EXTRA 
value is readily apparent when comparing 
Coats equipment with similar machines. 
Dollar for dollar, there’s a big difference. 


Compare design, engineering, workman- 


Twin-At 
atere ted 


ship and materials and you'll find Coats 


excells in everything except “blue-sky.” 


Manually Operated 


Look what you get: a. 


Air Operated 
The ‘59 Model The Brand New ode ee Only $239.50 


3-Star Tireman Twin-Air Tireman or More Freight Paid 


Semin a YES YES NO 


tian’ ui wt .... it all adds up to 


NO 
Comteton SV aea—4| YES YES “FIRST CHOICE 
Conde \ NO YES NO from Coast to Coast” 


For Both 
Top & Bottom, \ At 
Bead Looseners 


stl “AS. YES YES NO 


Put-On Tools — 
Bonus tt ee 
— Coats YES YES NO GENERAL OFFICE: 12 Depot Square, Englewood N. J. 


ination T 
New Combination Tool MIDWEST OFFICE: 56 West Maple St., Chicago, Ill. 
WESTERN OFFICE: 3153 Cahuenga Bivd., Los Angeles 
28, Calif. 
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ance the picture began to change. 
Some of the 21 Sunoco dealers oper- 
ating in the county have joined the 
association or signed contracts with 
the union. But there are others who 
haven't, insist they won't, and simply 
say, “To hell with the union.” 

This is the root of the challenge 
to the old order. It broke into the 
open about a year ago when the 
Teamsters Union picketed a Ham- 
mond, Ind., Sunoco operator who 
posted a sign announcing a 3¢ de- 
crease in prices, even though he had 
signed a contract with the union. The 
dealer, a 54-year-old Marine para- 
plegic, argued that the contract was 
void because the Teamsters had been 
expelled from the AFL-CIO. 

During a month of picketing, the 
dealer managed to get three “midnight 
deliveries” through the picket lines, 
but he finally pulled his sign down. He 
explained that he “had to get some of 
the legal aspects straightened out.” 
The issue was never settled, and the 
dealer has since left the industry. 

Then there’s the case of 23-year-old 
Jim Patton. He operates a Sunoco 
station directly across the street from 
the hall where the Teamsters hold 
their meetings. During a January price 
war, tank wagon was cut from 16.6¢ 
to 14.6¢, and the majors reduced re- 
tail postings to 30.9¢. Patton and 
many other Sunoco dealers, however, 
cut their prices to 28.9¢. 

In addition, Patton committed the 
arch-heresy of giving trading stamps 
in an area where even private branders 
refrain from doing so. As the war 
ended and prices edged upward again, 
Patton held to his 28.9¢ posting. At 
that price he was a penny below many 
of the non-majors. 

Sun’s Defense—Such pricing poli- 
cies tend to breed accusations that 
some Sunoco dealers want to start 
price wars. Sun dealers, on the other 
hand, say not so: “It’s our blending 
pump the rest are worried about.” 

As for Sun itself, district manager 
David Durham admits that volume in 
Lake County is increasing steadily, 
but says, “Our development there has 
quieted down somewhat.” This may 
come as reassuring news to Lake 
County marketers. 

But if Sun actually is the demon 
it’s been made out to be, then bad 
news is in store for other Illinois mar- 
keters. Says Durham, “We're starting 
to swing up around the western side 
of Chicago now.” 





NEXT MONTH: How a Louisiana 
agent broke the Cajun language 
barrier 
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FIVE 


INTERCHANGEABLE 
HELICAL GEAR 
REDUCTIONS ON 





You have a wide range of speeds, with these new Viking heavy duty 
pumps, because of the five, easily interchanged helical gear reduc- 
tions. By changing gear reductions, you can handle liquids ranging in 
viscosity from Bunker C to gasoline. 


New reductions also make pumps narrower and lower—able to fit 
into smaller space. Gears run in oil. Reducing unit is mounted sep- 
arately . . . not supported on pump or motor shaft. 


For full information on this new, compact unit, write for 
bulletin SP-488R. 


VIKING PUMP COMPANY 
Cedar Falls, lowa, U.S.A. In Canada, it's "ROTO-KING” pumps 


Offices and Distributors in Principal Cities—See Your Classified Telephone Directory 
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GILBERT & BARKER 
Manufacturing Co. 
West Springfield, Mass 
Toronto, Canada 




















(To obtain more 


data on advertised products see page 158) 
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The East 


Tidewater moves after 
80 years at same stand 


AFTER 80 YEARS in downtown 
New York City, Tidewater Oil Co.’s 
eastern division has pulled up its roots 
and joined the 
swing to mid- 
town. 

Since last 
month, Tide- 
water is calling 
660 Madison 
Ave., between 
60th and 6lst 
St. its new 
home. Division 
offices sprawl 
over five floors 
and use part of 
the basement and _ sub-basement. 
Downtown, Tidewater was cramped 
into four floors and part of another. 

The move was carried off without 
a hitch. It was started late on a Fri- 
day and finished Sunday. 

Since Tidwater realized that the 
commuting habits of many of its em- 
ployes would be changed by the 
move, it prepared a booklet showing 
them what local transportation to take 
to get to new headquarters. 

The switch from downtown to up- 
town was Tidewater’s second recent 
major move. Its main office moved 
from San Francisco to the new Tide- 
water building in Los Angeles a short 
time ago. 

The move to midtown New York 
now leaves Gulf and Cities Service 
the only majors downtown. 


By 
Cornelius Brodersen 


PIt’s too early to say what’s going 
to happen to burner service charges 
in New York City, now that heating 
oil jobbers are paying service men 
$1 a day more on a five-day week 
and overtime on Saturdays. 

These wage items are in the new 
contract fuel oil men negotiated with 
Teamsters Local 553, which repre- 
sents burner service men in about 100 
city-area heating oil jobberships. 

The natural thing for jobbers to do 
would be to pass some or all of this 
extra cost on to the consumer by 
boosting service on per-call basis now, 
and hiking the price of service poli- 
cies for the next heating season. 

But there’s reluctance to do it that 
way. “We don’t want to make it any 
easier for that other fuel,” say several 
jobbers. 

Accounts, they add, aren’t happy 
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about the way oil prices have risen 
so far this winter. The price of No. 
2 oil, higher than it was a year ago, 
is Close to the Suez-crisis level. Higher 
burner service charges wouldn’t make 
accounts any happier and could give 
gas heat something more to talk 
about. “So I guess we'll have to pay 
the increase out of our pockets,” says 
one heating oil jobber. 


Heating oil dealers in Bergen 
County, N. J., did a good turn for a 
widow who lost her home through 


Regions 


fire. They also gained a barrelful of 
publicity for the fuel they sell and 
for the equipment that burns it. 

Through their local trade group 
and with the help of equipment and 
accessory suppliers, jobbers donated 
a complete oil-fired hot-water heat- 
ing system to replace the gas unit in 
the victim’s rebuilt home. 

They did more, too. They set up a 
fund to pay for the oil the new unit 
will use until the widow gets back on 
her feet. Individual jobbers also do- 
nated deliveries to help the victim. 














Look at 
your air 


compressor 





~y-S 





Yes, it’s right in there working for you every hour — hoisting, 


operating air tools, lubricating, tire servicing, painting, spray- 
5 =) o 


washing and even crushing oil cans! That’s why it makes so 


much sense to get a compressor you can depend on —a reliable 


Quincy. Models available for every automotive need — genuine 


Quincy parts and service available almost everywhere. Clip and 


mail coupon today! 


QUINCY COMPRESSOR CO. Dept. NPN-359 
QUINCY, ILL. 

Gentlemen: 

Send free catalog of Quincy Compressors for 
automotive use. 





NAME 


Yuincy 





COMPANY 





ADDRESS 





city 
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Associations 


Kentucky: 


MEMBERS of the Kentucky Petro- 
leum Marketers Assn. came to 
KPMA’s 33rd annual meeting in 
Louisville prepared to battle the pro- 
posed increase in the federal gasoline 
tax and maybe to talk a bit about the 
commercial account situation. 

As far as the gasoline tax was con- 


cerned, they weren’t disappointed. 
Most of the first morning’s business 
session of the jobber division was 
taken up with the selection of mem- 
bers to contact the state’s Congres- 
sional delegation about the tax hike 
proposal. 

But on the commercial account and 





in design ! 
new 
in abilities! 


new 


for years to 
come! 


Actually occupies 4 the space of other frame type models! 


Completely new type of frame lift rapidly gaining favor coast 


Service stations ang ‘© coast! 


major oil company 
needs helped design the 
remarkable, new Auto- 
quip Lifts. You asked 
for: anti-obsolescent 
lifts ... minimum space 
design... safer, sturdier, 
easier-to-use equip- 
ment. And now new 
Autoquip Lifts give you 
all of these wanted char- 
acteristics ... plus econ- 
omy! Whatever the auto- 
motive lifting require- 
ment, there's an Auto- 
quip unit to do the job 
—best! 


Ame OTS 
A \ 
| 


TRANSFER BRIDGE 
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And consider these other features: 
under-car accessibility. Versatile .. . telescoping arms adjust 
to all cars, foreign or domestic, yesterday's, today's or tomor- 
row's models. Unique “pre-set” adjusting assures fastest, 
easiest lifting operation. Many other plus factors, too. 


CORPORATION 


50% greater 


OTHER AUTOQUIP ADVANCED DESIGN LIFT EQUIPMENT 
*Roll-on Lift with “Hold Safe’ superstruc- 
ture — New “complete safety’ design in- 
novation! A vehicle's own weight holds it 
securely against stops . . . car won’t roll 

back. No fear of automatic wheel chucks 
that ‘‘forget’’ to automate. 


* Long Life Ram — Thoroughly proved in 
severe industrial lifting applications. 
Incorporates many exclusive advanced 
design feotures. 


no Oma 
Bole 


TRUCK LEVELER 





PORTABLE LIFT 


1140 S. WASHTENAW 


CHICAGO 12, ILL 





More Streamlining Needed? 


jobber-supplier relations front, there 
was a surprise in store for the Blue- 
grass jobbers. It came in a no-holds- 
barred speech by Stanley D. Breit- 
weiser, marketing vice president of 
D-X Sunray Oil Company. 

Breitweiser declared that in loudly 
voicing their dislikes on commercial 
accounts and other matters, jobbers 
had closed their minds to suppliers’ 
problems. He said no one has an 
inherent right in the marketing chain; 
each must fulfil a function to stay 
alive in a highly competitive industry. 
(For more on Breitweiser’s talk, see 
page 17.) 

His speech drew a strong burst of 
applause, but that night in the suites 
and corridors of Louisville’s Brown 
Hotel many jobbers pondered the sig- 
nificance of his talk. General feeling 
was that it meant jobbers would have 
to streamline their operations further 
if they wanted to stay in business. 

A challenge of a different sort was 
posed the following day by James G. 
“Doc” Jordan, marketing vice presi- 
dent of Shell Oil Co. His talk was 
titled, “Are You Ready for the Road?” 
It was a comprehensive discussion of 
the impact of the national highway 
program on marketers, particularly 
with regard to station locations. 

Jordan said a Shell study shows 
that 28 of that company’s outlets in 
Kentucky will lose from 7% to 100% 
of their gallonage. For the state as a 
whole, Jordan added, the study indi- 
cates that 15% to 20% of Kentucky’s 
2,600-odd stations will be affected to 
some extent by the new program. 


Push Oil Heat More Than 
Gasoline, Say Fuel Men 


INTEGRATED MAJORS | should 
cough up more money for oil heat 
promotion, says the Fuel Merchants 
Assn. of New Jersey (FMA). 

In a resolution adopted at its annual 
convention, FMA suggests majors 
spend more per gallon plugging heat- 
ing oil than they spend per gallon 
pushing gasoline. 

The reason: gasoline has virtually 
no competition, says the association. 
Heating oil’s competition comes from 
a unified gas industry. 

FMA calls on the majors to come 
up with an “intensive, comprehensive 
and continuing” promotion for oil 
heat. 
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/uteway OSYES YOU CHOICE 


/W PRICE WITH NO 
SACRIFICE OF 


HI-LUME 


The finest fixture available. Any length with 4 or 6 a 
Power Groove or High Output lamps. Completely 
adjustable post adapters. 


JET LUME 


A finely engineered fixture at inter- 
mediate price. Available in any 
length with 4 or 6 Power Groove or 
High Output lamps. Completely 
adjustable post adapters. 


HI-LANDER 


Economy that saves dol- 
lars. A 2 lamp Power 
Groove, or 4 lamp High 
Output unit that meets all 
budgets, available in any 
length. Completely adjust- 
able post adapters. 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Kansas: 


KANSAS OIL MEN have gone on 
record against any increase in either 
the federal or state taxes on gasoline. 
Meeting in Wichita for the 44th 
annual convention of the Kansas Oil 
Men’s Assn., KOMA jobbers quickly 
adopted a resolution opposing the pro- 
posed increase in the federal levy. The 
diversion of some $1.5-billion in fed- 
eral automotive taxes to the general 
fund was cited as the major reason 
why such a tax boost is unjustified. 
Turning their attention to the state 


This 


SINGLE 


Tokheim 
valve... 


War on ‘Gas’ Taxes 


tax, the Kansans took a stand of 
“unalterable opposition” to any in- 
crease. Significantly, attempts to boost 
the state tax in the last two sessions 
of the state legislature have been 
beaten, but pressure for an increase 
has been getting stronger. 

Two resolutions dealt with prices. 
One urged that the “practice of direct 
sales of gasoline and automotive prod- 
ucts to commercial accounts at the 
same prices or lower than those 
quoted to jobbers” be discontinued. 


gives 


DOUBLE 


PROTECTION 


SAFETY in case of collision OR fire 
in remote control pumping systems 


MEETS ALL FIRE REGULATIONS EVERYWHERE 
Here’s built-in safety for every modern 
station! Tokheim’s Model 1099 Im- 
pact Safety Check Valve, installed just 
below island level, provides positive, 
automatic, double protection for prod- 
uct. Either a 100 Ib. blow to the dis- 
pensing pedestal, or a temperature of 
160° will activate this valve’s time- 
tested poppet, stopping flow instantly. 

In the ‘event of collision, pendant 
disengages from poppet stem, closing 


General Products Division 


valve now, before fire starts. If fire oc- 
curs from some other means, fusible 
link melts, releasing trip arm, closing 
supply line. The valve is tamper-proof 
—has no external cocking mechanism 
to clog or freeze. 


Tokheim 1099 is available with 
choice of standard threaded or dresser 
ends, in 114” or 2” sizes. Demand its 
double protection. See your Tokheim 
dealer, or write directly to the factory 
for fact-packed valve bulletin. 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 


JOKHEIM = 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 


and Accessories 


GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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The other resolution noted that 
gasoline and other refined products 
are sold through brokers at prices 
lower than those in regular purchase 
agreements. It asked that surplus 
products first be offered at these lower 
prices to regular jobbers in proportion 
to their annual business volume be- 
fore being offered to brokers. 

A memorable moment at the 
KOMA meeting centered on a resolu- 
tion that got practically no support 
beyond the vote of its sponsor. 

Bob Kent of the Kent Oil Co., 
Salina, Kans., proposed that KOMA 
go on record against payment of price 
supports to dealers during price wars. 
He made the suggestion from the floor 
at a general business session after he 
had failed to win the support of the 
resolution committee. 

Discussion on the proposal was al- 
most entirely critical, but the sugges- 
tion seemed to have hit a nerve: talk 
continued on it in the suites that 
evening. 

Charles A. Petersen, service station 
designer from Green Bay, Wis., was 
one of the featured speakers of the 
meeting. He told jobbers that the in- 
dependents recently had shown more 
imagination in design than the majors. 

“It takes no genius to build a big- 
ger, more luxurious station if the cost 
is of no concern,” he said. “To build 
a station better, quicker and cheaper, 
is the goal that must be sought.” 

Other participants in the two day 
program were R. J. Doll, agricultural 
economist for the Federal Reserve 
Bank of Kansas City; R. L. Smith of 
the Ethyl Corp.; Chester H. Lauck, 
Continental Oil Co.; G. L. McCumber, 
Southwest Grease and Oil Co., and 
four members of a panel on jobber 
problems—Mitchel Ferguson, W. M. 
Watson, Otha Hatfield and L. P. 
Howard. 


Oklahoma Oil Jobbers 
May Take In Agents 


OKLAHOMA OIL JOBBERS Assn. 
is studying the possibility of bringing 
commission agents into its fold. A 
committee has been formed to study 
the agent question, and will make its 
report to the association at its annual 
spring meeting. 

This was the primary business taken 
care of at OOJA’s annual meeting in 
Lawton, Okla. 

Some 150 attended. President J. 
W. Countryman, Jr., reports the 
majority were “more contented than 
they’ve been in a long time.” 
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when a Lusterlite Station goes up! 





LUSTERLITE Porcelain Enameled Service Stations sell more... 
because these bright, clean stations attract new customers 
and hold old ones. LUSTERLITE Stations stay new— mainte- 
nance savings add to net profits. 


Lifetime porcelain enamel on all building surfaces, inside and 
out...your designs faithfully executed...your colors matched. 


Remember: Sales go up, maintenance costs go down 
... When you build 


WS TERue 


PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





How PERMEATION BARRIER" 


adds extra life to this 
.§.& D. hose 


Permeation Barrier is a protective 
layer of special rubber compound be- 
tween the tube and the reinforcing layers 
of Gates O.S.&D. Hose. 

This protective layer reduces the 
damaging penetration of oil hydrocarbon 
molecules, which can cause separation 
between components of the hose. As ex- 
perienced users know, maximum adhe- 
sion between these internal components 


: : is the key to long hose life. 
“Permeation Barrier” y g f 
protects these quality features For more hours of actual service life, 

fewer replacements, and_ substantially 
COVERS of tough, resilient rubber stock : 
which resists damage by aging, abrasion, lower hose costs...specify Gates O.S.&D. 


weather and oil. 


TUBES specially compounded to handle Hose. 


petroleum products without softening or 


swelling. THE GATES RUBBER CO., 


REINFORCEMENT of spiral wound steel 
wire, to provide maximum strength and Denver 17, Colorado 


flexibility to the body of the hose. 


CARCASS of high tensile fabrics in multiple , , 
plies...engineered for full rated suction : . ~e 
and discharge pressures. “ ; 

BUILT-IN FITTINGS static-bonded to dis- 
charge electricity before a dangerous 
charge can be built up. 


TPA-347 





ae 
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The Mark of 
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NPA: Where's 
the Evidence? 


AN IMPROVED price structure plus 
brisk heating oil business in December 
and January brought some 1,300 reg- 
istrants in good humor to the 36th 
annual convention of the Northwest 
Petroleum Assn. 

But Otis Ellis did his best to shake 
their complacency. Speaking at a 
jam-packed afternoon business session, 
the NOJC general counsel deplored 
jobber apathy and demanded more 
evidence from members on commer- 
cial account sales by suppliers. 

Repeating the stand he took at the 
Chicago NOJC meeting in November, 
Ellis warned he wouldn’t seek Con- 
gressional help on the problem unless 
he had the evidence. “And where is 
the evidence?” he asked. (He said later 
he hadn’t yet determined the exact 
number of jobber replies NOJC has 
received.) 

H. F. “Hiff’ Horning, NPA sec- 
retary, reported having received some 
30 responses dealing with the com- 
mercial account situation. In addition, 
he said, some 146 jobbers turned in 
questionnaires backing the so-called 
Schwengel bill, which would allow 
jobbers to pay the federal gasoline tax 
after the product had been sold rather 
than at the time of purchase. 

NPA jobbers also heard Bernard L. 
Majewski, president of Signal Perfect 
Fuels, Inc., and the Great American 
Oil Co. of Chicago, call for industry 
unity in the face of threats to free 
enterprise emanating from “self-styled 
friends” of small business in Wash- 
ington. 

Majewski said jobbers who fight 
their suppliers have the “wrong tar- 
get.” He urged them instead to com- 
bat Congressional efforts to reduce 
the depletion allowance or enact legis- 
lation such as S-11 and divorcement 
bills. 

Also appearing at the business 
meetings during the two day session 
were LeRoy Schneider of Roanoke, 
Va., who spoke on solving problems 
through creative thinking; John Shields 
of the Bennett Pump Co., discussing 
management workshops for jobbers 
and why they pay off; Joseph Robert- 
son, commissioner of taxation in Min- 
nesota; and Daryl McKinney, moder- 
ating a skit on the advantages of local 
oil groups at the community level. 


WHAT WENT ON after the NPA 
business sessions? For pictures, see 
page 183. 
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BENNETT BIG 
TRANSFER PUMP 


Sturdy all-metal construction withstands roughest 
treatment. High vacuum self-priming Big G delivers 
a constant flow of 20 gallons a minute — with up to 
a 20-foot lift. 
Big G pumps... 

e KEROSENE © FUEL OILS e MOTOR OILS 

e GASOLINE e LUBRICATING OILS 

© OTHER FLUIDS FROM SKID TANKS AND DRUMS 
Bronze automotive-type pistons with rings assure 
dependable service under severe conditions. Vacuum 
breaker prevents siphonage and provides complete 
hose drainage. No foot valve. Wide variety of models. 


Patent 2,843,051 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN yi me 
IN CANADA: JOHN WOOD COMPANY LIMITED Accs 


Toronto * Montreal * Winnipeg * Vancouver 4 
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Mr. Henry C. Haar, partner, Acme Butane 
& Appliances, Fresno, California, says: 


“Our Ford C-800 services 100 more accounts 


"This Ford Tilt with Transmatic 
Drive gives us 550 gallons more 
product per trip, faster trip time 
and greater maneuverability 


“We selected a Ford Tilt Cab model because 
it provided better weight distribution and 
let us carry about 550 gallons more product 
on 2 ft. less over-all length. This is important 
because we operate in the mountains where 
a short turning radius is a tremendous factor. 


“The performance of our Ford C-800 has 
been very good! Transmatic Drive means 


more deliveries per day because we get up 
to speed faster, and hold it longer. For exam- 
ple, this unit with 550 gallons more payload 
will take the Walker grade on Route 41 at 
20 mph versus 6 mph for one of our other 
units. The hydraulic retarder is a real help 
on the way down. 


“Also, we liked the beauty and the visibility 
you get with this Ford Tilt Cab model. We 
checked the others and thought the Ford 
was better built. Another advantage in favor 
of Ford was the price—we saved well over 
$1000.00 on initial cost alone.” 








per month! 


Go Ford war for savings 
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LESS TO OWN... LESS TO RUN... 
LAST LONGER, TOO! 


America’s foremost 
automotive 
research organization* 


Economy Showdown U.S.A. 


-average 25.2% better 
gas mileage! 


Tmpartia! tests of the 1959 pickup madels of all six makes prove 
conclusively that Ford’s %-ton pickups equipped with Short 
Stroke Sixes are the economy champs for ’59. 


HOW TESTS WERE MADE 
Standard six-cylinder models of the six leading half-ton 
pickups first were put through exhaustive road trials. All °59 
trucks—Ford and competitive—were bought from dealers, just 
as you would buy them. After at least 600 miles break-in, all 
were brought up to manufacturer’s recommended specifications. 


The trucks were then tested — by America’s leading inde- 
pendent automotive testing firm—at constant speeds of 30, 45 
and 60 miles an hour. Next came stop-and-go tests, ranging - 
from moderate city traffic to normal retail delivery operation. 
Acceleration rates were carefully timed in each gear to insure 
accurate results for all makes. 





HOW NEW ‘59 SIXES RATE IN GAS MILEAGE 
‘59 125.2% | 31.1%| 9.6% | 42.6% | 22.0% | 25.2% 


FORD more miles more miles | more miles 
per gallon per gallon | per gallon 
SIXES than Moke Make 


thon the 
GIVE “cr 





overage of 
ali makes 





























The ’59 Ford Sixes, in every test, averaged more miles per 
gallon than every other make! Combining all tests, the ‘59 
Fords led the average of all other 59 pickups by 25.2%. 


WHAT'S THE SECRET? 


How can a '59 Ford Six make four ‘gallons do the work of 
five in other trucks? 


First, of all pickup Sixes, only Ford has modern Short Stroke 
design. This new type of engine is basically far more efficient 
than long-stroke Sixes of other pickups. Example: Ford’s Six 
delivers more usable horsepower than any other pickup Six. 


Second, to this modern engine Ford has added a new econ- 
omy carburetor. By metering fuel more precisely in both low- 
and high-speed ranges, Ford’s new carburetor boosts gasoline 
mileage in every type of driving. And Ford’s Economy Car- 
buretor is standard at no extra cost. 

Your Ford Dealer now has the complete report of Economy 
Showdown U.S.A. Why not call or visit him today and get the 
whole story firsthand? 





MORE TIRE POWER means 


y out of 5 tire customers 


It’s the biggest tire switch in history! 80,000,000 they’ll be seeing full-page ads in color telling why 
readers of LIFE, LOOK, SATURDAY EVENING POST, new car makers demand tires made with Tyrex viscose 
TIME, NEWSWEEK, U.S. NEws & WORLD REPORT and tire cord. Ads proving that this tough new cord gives 
FARM JOURNAL will be learning about it! All year long the tire power today’s cars need. 
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will see at least 1 TYREX viscose tire cord ad 


Tell your customers about the advantages of tires TYREX INC., EMPIRE STATE BLDG., NEW YORK 1, N. Y. 
made with Tyrex viscose tire cord. It’ll make your 
selling job much easier. And be sure to ask your manu- 
facturer about Tyrex dealer aids. 


*TYREX is a certification mark of Tyrex Inc., 
for viscose tire yarn and cord. TY REX viscose tire cord and yarn 
are also produced and available in Canada. 
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INDUCTALLOY 


AXLE SHAFTS 


Eaton Inductalloy Axle Shafts, hardened by the Eaton induction 


hardening process which produces an extremely hard case that 
extends deep into the material structure, are able to handle more 
pounds of torque without fatigue failure. The result is extra thou- 
sands of trouble-free miles added to axle life, more vehicle time 
on the road—less in the shop, and reduced maintenance expense. 
The superiority of Eaton Inductalloy Shafts is performance INDUCTALLOY 


EATON 


proven by millions of miles of heavy duty operation. Ask your SHAFT 


dealer for complete information. 


More than Two Million 
Eaton Axles in Trucks 
Today 


ORDINARY 
AXLE 
C3 SHAFT 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 
Truck and Trailer Axles * Truck Transmissions * Permanent Mold Iron Castings * Automotive Heaters and Air Conditioners 
Fastening Devices * Cold Drawn Steel * Stampings * Forgings °* Leaf and Coil Springs * Dynamatic Drives and Brakes 
Powdered Metal Parts * Gears * Variable Speed Drives * Speed Reducers * Differentials * Centralized Lubrication Systems 
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Satisfaction for motorigl 
... Sales for you! 


A “‘must’”’ for high-powered cars is high-powered 
gasoline, and without science the latter 
could not exist. 

Scientists working with petroleum carry a dual 
responsibility: They must develop 
processes which will convert crude oil into the 
kind of motor fuel that will effectively 
power today’s most modern automobile 
engines. In addition, they must find 
ways whereby any refiner anywhere can 
successfully and continuously process 
any kind of crude oil. 

In both of these phases of petroleum 
technology Universal is highly 
important to the petroleum refiner. 

Some of the most practical and 
economical processes for producing 
highest-octane gasoline have been 
developed by research scientists at UOP. 
Equally important, through its top 
ranking engineering service organization, 
UOP helps refiners large and small 
maintain efficient continuous production 
of high quality petroleum products— 
thus helping assure, “Satisfaction for 
Motorists... Sales for You!” 


Available on request—the interesting 
booklet, “How Men of Science 

Help You Sell.”” Write for 

your copy today. 


UNIVERSAL OIL 
PRODUCTS COMPANY 


30 Algonquin Road, 
Des Plaines, Illinois, 
° U.S.A. 


More Than Forty Years Of Leadership 
In Petroleum Refining Technology 
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In G-E SUBURBAN Headlamps . .. it’s the low beam 
filament on focus that provides the ‘spotlight’ effect! 


THERE'S TWICE AS MUCH LIGHT IN THE 
“SPOTLIGHT” AREA. There's more light 
farther ahead down the right side of the road, 
than with any previous two-headlamp system. 
Even if the oncoming car’s lights are aimed 
high, or if the other driver fails to ‘dim’, 
a pair of General Electric SUBURBAN 
Headlamps helps motorists see better beyond 
approaching cars when they’re 75 to 200 feet 
apart. After passing, this extra light helps the 
driver recover his vision more quickly...and 
makes for safer night driving. 








IDENTICAL HEADLAMP NUMBERS DO 
NOT MEAN IDENTICAL PRODUCTS. The 
standardization of headlamp numbers 
applies on/y to nomenclature, mechanical 
interchangeability and service location on 
a car—and are not indicative of lighting 
results achieved, beam characteristics, nor 
internal construction features of the lamps. 
No other headlamp at this time uses an on- 
focus filament for the low beam, even 
though other headlamps may bear the same 
lamp identification numbers. 


G-E 6006 FOR 6-VOLT CARS 
G-E 6012 FOR 12-VOLT CARS 








AND HERE’S THE ADVERTISING AND PROMOTION SUPPORT THAT'LL 
HELP YOUR DEALERS SELL ’EM IN PAIRS 


MECHANIX 


ILLUSTRATED 





SS 
Su Farming 


Suburban 


HEADLAMPS 
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SALES PRODUCING ADS — in big 
circulation magazines reach nearly 
all motorists. Urge dealers to tie- 
in, sell "em in pairs, and add to 
their profits by aiming each pair 
of G-E SUBURBAN Headlamps 
they sell. 


L> ' 
gentuns @ HUeTee *s 


“SEE FOR YOURSELF” DEMON- 
STRATOR — Attractive, eye-catch- 
ing. Customers can see ‘‘before’’ 
road scene—then lift up the die- 
cut flap to.see the dramatic “‘spot- 
light’ effect of G-E SUBURBAN 
Headlamps. 


BREAST-POCKET DEMONSTRATOR 
—Each man Can wear one. Catches 
customers’ attention. Graphically 
demonstrates the many benefits of 
General Electric SUBURBAN 
Headlamps. 





WINDOW STREAMERS AND DE. 
CALS — 3-color streamer with 
DAY-GLO ink. Pressure-sensi- 
tive, 2-face decal in 3 colors. 
Fastened to windows or doors 
they flag customers’ attention. 


ORDER COMPLETE PACKAGES OF THESE SALES AIDS FROM YOUR G-E SUPPLIER TODAY! 
General Electric Co., Miniature Lamp Dept., Nela Park, Cleveland 12, Ohio 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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now...this new brake shop on wheels 
puts you in the 








Brakes are one of the “Big-Profit’ services .. . 
Here's the basic equipment you need to do fast, 
dependable work! 

It's AMMCO'S new Brake-Shop-On-Wheels— 
Drum Lathe, Shoe Grinder, Drum Micrometer 
and other accessories—all on rugged mobile 
bench that you can use and store anywhere. 
The Brake-Shop-On-Wheels pays for itself and 
shows a good profit too, with just one complete 


brake job a week. Easy terms. 
SEND FOR NEW BOOKLET that explains the 


terrific money-making opportunity in Brake 
Service that’s waiting for you. 


AMMCO TOOLS, INC. 
Commonwealth Avenue, North Chicago, Illinois 
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“‘Penny ante’’ sales 
mean 

‘“‘penny ante’”’ profits 
Push Your 


Big Profit Line— 
DELCO 
Batteries 


“Small item” selling is fine, but there’s a quicker way to fatten 
the till. Push Delco Dry Charge batteries and get in on the really 
big money. 
~~~ Nearly 25,000,000 replacement batteries are sold every year. 
Get your share of this profitable market with Delco! 

Almost half the cars on the road come factory equipped with 
Delco batteries. It’s natural for owners to ask for Delco when it’s 
time to replace. 

Delco DC’s offer the freshest power money can buy. 

They’re backed by the strongest battery advertising in the 
business. Put Delco out front in your sales department. Then watch 
the profits roll in. Get all the facts from your United Motors distributor. 


i Ac 
Quality built by Delco-Remy distributed nationally through : lJ M J General Motors STARTS with Delco Batteries 
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Another Hard-hitting Sales Program for 


PEAK ANTI-FREEZE 


PEAK Anti-freeze leads the field with stand-out selling features year after 
year. Features like: 

RUST-GUARD — PEAK’S exclusive combination of outstanding anti-rust 
and anti-corrosion additives that give all the metals in the cooling system the 
most effective protection obtainable against both rust and corrosion. Dealers 
who handle PEAK know they are providing their customers with the finest 
quality permanent-type anti-freeze money can buy. 

EXPERT DEALER PROGRAM — a PEAK promotion with proved pay- 
off. It pulls customers in early, boosts the sale of related items, helps cut 
local price competition, and builds more and more customer goodwill. 
ADVERTISING AT LOCAL LEVEL—PEAK advertising programs geared 
to local markets in the strongest media available to give the dealer maximum 
support in his own backyard. 

PROFIT PROTECTION PROGRAMS-plans designed to help the dealer 
overcome price competition, cut down on re-use, and increase cooling sys- 
tem sales and profits. 

Watch for the details! 


AUTOMOTIVE CHEMICALS DEPARTMENT 


COMMERCIAL SOLVENTS CORPORATION 
260 MADISON AVENUE, NEW YORK 16, NEW YORK 
Also makers of the top-quality methanol brand—NOR’WAY® Anti-freeze 
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ANTI-FREEZE 
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LINCOLN StyiEngineered Equipment 


for bigger profits... 


Golden Standard Lubreels* Sell 
More Lube Jobs, More TBA in the Bay 


To step ahead of competition... and stay there... today’s ultra-modern service station 
must include ultra-modern lubricating equipment. In new Golden Standard Lubreels, 
Lincoln combines advanced engineering with rich, functional styling to match the new 
spirit of high-style auto design... to keep pace with today’s streamlined way of doing 
business... to help sell more lube jobs, more TBA. Lincoln leads the way in modern 
service merchandising. Lead with Lincoln... today and tomorrow. 





Merchandise your modern lube service 


Dramatic functional styling fits in with your modern station 
... attracts customer attention... builds confidence in you 
and your lube work... turns any ordinary lube bay into a 
Golden Invitation to new sales. 


Sell more TBA and other services 


Same advanced styling works to boost overall product and 
service sales volume. Simply seeing your ‘‘StylEngineered’”’ 
Lincoln equipment makes customers have that much more 
confidence in everything you sell. 





Do faster, better lube work 


( > Exclusive air-power actuation and smooth retraction are 
me é only two of many time-saving, profit-making Lubreel fea- 
tures. Lincoln’s thoughtful, superlative engineering has re- 
sulted in these additional quality exclusives at no extra cost 
... adjustable retraction speed, adjustable hose extension, 
positive locking action, automatic safety latch, plus fast 
installation and low maintenance. 

















*Trade Name Registered 


Linco/!n LINCOLN ENGINEERING COMPANY 


5706 Natural Bridge Avenue + St. Louis 20, Missouri 
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sets the pace 


> Ww and for the future 


Division of The McNeil Machine & Engineering Co. 
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AGAIN IN 9. hutch Spot 


LIFTS THEM 


JOYCE. Quick Spot 


Chassis Lifts handle all 
Pleasure Cars, Foreign Cars and 
Light Trucks... right through °59! 


-OR NOTHING CAN! 


Lifts ALL Cars at Car Manufacturers’ Prescribed Pick-Up Points! 


Quick Spotting on One-Piece Superstructure For All Cars 
Four moveable arms are quickly and easily adjusted 
before car is spotted. Generous size contact pads (in- 
tegral part of superstructure) eliminate pinpoint ad- 
justments. No extra gadgets...no confusing guide 
marks required. 

Quick Spot Eliminates Lift Obsolescence 

Because of the versatility of this new design concept, 
pioneered by Joyce, Quick Spot cannot be obsoleted 
by future cars. 

Non-Skid Contact Pads 


These easy-to-adjust pads make it possible to handle 


(To obtain more data on advertised products see page 158) 


all light trucks, and provide accessibility for muffler 
and tailpipe work on all cars. 


Faster Car Service 
Quick Spot provides greatest under-car accessibility 
.. relaxed wheel suspension for better lubrication, 
tire, wheel and brake service . . . and fast spotting for 
all makes of cars. 


Two-Post Quick Spot 

has all the desirable features of the 
single post model... plus right-down- 
the-center accessibility recommended 
for heavy maintenance work. | 


See many other Quick Spot features . . 
Write for illustrated literature today! 


THE JOYCE-CRIDLAND COMPANY 


Designers and Builders of Lifting Equipment since 1873 


DAYTON 3, OHIO, U.S.A. 
Canada: Midland Foundry & Machine Co., Ltd., Midland, Ontario 
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/ You Can Get 
’ the Latest Tilt-Up Styling 





DEICER 


This efficient installation shows Guardian Golden-T 


Fixtures mounted on new Guardian No. 221 ‘'Y"’ Poles 


with ANY STANDARD Guardian 
Island Fixture... At No Extra Cost 


Now, tailor-made “Y” Lights to fit your own tastes and 
lighting requirements. Select any one of the popular 
Guardian “T” Fixtures*...the Royal-T, the Golden-T or 
the Thrif-T. .. mount it on the new Guardian “Y” Pole... 
and you'll have today’s most modern and distinctive “Y” 
Light. You'll have a fixture that will blanket a wide area 
with an abundance of brilliant light ...a fixture that 
attracts attention to your station from blocks away. 

Write for the complete story on this latest Guardian 
advancement in tilt-up styling. 


* All Underwriters Approved 
Another Guardian “Y"’ Light assembly is demonstrated 
in this application showing two 


Royal-T Fixtures plus two Guardian Series 9200 
Fluorescent Floodlights mounted on a pole extension. 


GUARDIAN |; fiitrcompany 
500 NORTH BLVD., 4g OAK PARK, ILLINOIS 


March, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 158) 





AVONCHRAFT 


From the Rockies to the East Coast—you will see service stations that 
bear the Avoncraft mark of function and lasting beauty. This particular 
“package” design is a compact, all-porcelain sales office without bay lo- 
cated in Oklahoma. Units of this type are new, and can be erected in from 
3 to 6 days—the faster erection time bringing you an early bonus of in- 
creased gallonage. All Avoncraft buildings are all-porcelain, your best buy 
for the future! 


Write for our new brochure, in full-color. 


Avoncraft 


a division of 


AVONDALE 


MARINE Wea Se iN C 


VERSATILE BUILDER ON THE MISSISSIPP) 
WP. 0. BOX 1030 © PHONE UNiversity 6-4561 « NEW ORLEANS 8, U.S.A. 


(Tc obtain more data on advertised products see page 158) NATIONAL PETROLEUM NEWS * March, 1959 





Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Type T-1950 20” Emergency 
Vent Manhole Cover 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I. Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 0z./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


Wheaton | 


BREATHER VALVE 


with improved pallet design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability — Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 


3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada » Emco Brass Mfg. Co. Limited, Margate, Kent, England 


Worthington Corporation, Rio De Janeiro, Brazil, S.A. 











Type T-1550 Water Drain Valve 





If] 
{ 
Type 


| 

‘ . T-1695 

| * Indicator | Midpoint 
pers y Ther- Type T-1700 

|i mometer Gauge 

Type T-1600 ‘ '~ 
Automatic ” > 
Tank Gauge 
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Mr. Jobber: Conoco can guarantee 
@ your customers total satisfaction with this 
new miracle of petroleum chemistry... 


Worlds Firs 
at a Moto 


New Conoco all-season Super Motor Oil 


Now Conoco is the first to bring you a product with Super 
Lubricant standards at a motor oil price! It’s new Conoco 
all-season Super Motor Oil. Here are the facts... 


Q. When does a motor oil become a Super Lubricant? 

A. When it extends its protection far beyond the standards 
of conventional oils. New Conoco all-season Super—a 
completely new formula for today’s powerful new cars— 
does just that! 


Are there other Super Lubricants? 

Yes; though up to now, they’ve been so costly, only lim- 
ited applications could be made of them. New Conoco 
all-season Super is the first to achieve Super Lubricant 
standards at a motor oil price! 








Does it offer Conoco’s exclusive Oil-Plating protection? 
Yes; it won’t drain down, even overnight. Only Conoco 
brings your customers this important, exclusive protec- 
tion. New Conoco all-season Super assures faster starts, 
automatic warmup, up to 80% less wear. 


Q. Is it safe to recommend during the “break-in” period? 
A. Certainly. Its 10/30 weight assures total engine protection 





instantly. After the break-in period, New Conoco all- 
season Super adjusts perfectly to low, medium, or high 
engine temperatures. All automotive engines made today 
require its extra safety-margin of protection! 








What will this new Super Lubricant do? 

New Conoco all-season Super will increase usable horse- 
power, improve gasoline mileage, extend battery and en- 
gine life, maintain prompt acceleration, and free motor- 
ists forever from making seasonal oil changes. 


Does it come in a new can? 


The brightest, best-looking can ever to add sparkle to a 
station shelf . . . gold with a black bull’s-eye. 


Shall a dealer wait until the next oil change before 
recommending a refill? 
Chances are, once motorists know about the total engine 


rotection this Super Lubricant provides, they’ll want it 
for their cars’ engines right away! 


Can | count on fast delivery? 


You certainly can. Simply contact your nearby Conoco 
Division Manager. He’ll do the rest! 


It’s new... it’s news from CO 
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Super Lubricant 
Oil Price! 


Want to get your hand on the Hottest Brand Going? 
Contact the Conoco Division Manager nearest you. 


R. W. Abrahamson, 912 Baker 
Building, Minneapolis 2, Minn. 


G. W. Brown, 244 Rowan Bidg., 
6000 Camp Bowie Bivd., 
Fort Worth 2, Texas 


R. E. Caruthers, Fidelity National 
Building, 200 North Harvey, 
Oklahoma City 12, Oklahoma 


Dale Chapman, 757 West Second 
South, P. O. Box 2250, 
Salt Lake City 10, Utah 


J. B. Dickey, 2158 Union Avenue, 
Memphis, Tenn. 


W. S. Dulaney, 800 Commerce 


K. T. Johnson, 1300 Main Street, 
P. O. Box 2197, Houston, Texas 


J. L. McCulley 
1242 North 28th, 
Billings, Montana 


M. T. Swanson, 1755 Glenarm Place, 
Denver, Colorado 


Warner Tyler, 400 West Madison St., 
Chicago 6, Illinois 


K. R. White, 836 Stuart Building, 
P. O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 6183 The Paseo, 


« Kansas City 10, Missouri 


Building, New Orleans 12, Louisiana 


O C O bab Hottest Brand Going! 
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Marow, pioneer of the first self-priming electric 
vertical pump in 1948, has broad and diversified expe- 
rience in the development and applications of these 
efficient units. These pumps have been job proved in 
hundreds of bulk plant installations over the past 
eleven years. This, coupled with long production 
know-how is your assurance of dependability. 


Marlow vertical self-priming centrifugal pumps 
are designed specifically for petroleum products han- 
dling. These efficient, compact units save space on 
loading racks. Straight through piping simplifies 
installation, and makes it easy to add these vertical 
pumps to existing gravity feed systems. 

Marlow verticals for petroleum handling service 
are available in six sizes with capacities up to 120 
G.P.M. Marlow also builds a complete line of pumps 
for bulk plants, home fuel oil delivery trucks and over- 
the-road transports. Write today for the name of your 
Marlow dealer and Bulletin PM-06. 


eye A a LO lay od U Ea | FS tisvined OF BELL & GOSSETT CO. 


Midland Park, New Jersey Longview, Texas 


Morton Grove, Illinois 


8-312 
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Timken-Detroit ‘3 for 1’ Axles 
Are First Choice 
With Big Fleet Operators! 


These superior features make the difference: 


Interchangeability of Three Final Drives. Single-Speed 
Single-Reduction, Single-Speed Double-Reduction or Two- 
Speed Double-Reduction final drives using the same hous- 
ing, hubs, drums, brakes and axle shafts gives your vehicles 
unmatched flexibility. Parts are readily available and less 
expensive. 


Hypoid Gears. Larger pinions and greater tooth contact 
give 30% more torque capacity, top efficiency and long life 
... plus lower maintenance costs. 


True Double Reduction. Two full size gear sets, one for 
each reduction, provide huskier gears and a balanced dis- 
tribution of effort. Gears and bearings last longer and need 
less maintenance. 


Torsion Flow Axle Shafts. More splines, plus greater root 
and body diameter, add extra strength. 


Famous Time-proved Differential. Extra-strong gear 
body and teeth, plus hot-forged trunnion, give long trouble- 
free operation even under the roughest kind of treatment. 


Hot-Forged Steel Axle Housing. The rectangular form of 
these high carbon steel housings is the lightest, strongest 
shape of housing that is available today. 


a . 
tYz=-uztz” 


il 
TIMKEN 


oo a ee 


ROCKWELL-STANDARD CORPORATION 


Timken-Detroif” 
Axles are the 


Accepted 


pv Aeeaced A [WV Seancacd WORLD'S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSES AND TRAILERS 
= 


ee 
Products of ROCKWELL STAN DARD Corporation 
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VWNE PUMPS. 


WMGRILHOUETTE...48” HIGH 
meo M.. ORIGINAL COST 
hREEIW INSTALLATION COST 
Swe. LOW COST MAINTENANCE 

XO SALES BUILDING BEAUTY 


hy 
~ 
* 





LOW SILHOUETTE EASILY READ DIAL FACE LOW COST MAINTENANCE 








Designed for the FuTURE 


~ Wayne 


400 Sories 


New as tomorrow ... new island appeal. The most modern pump designed . .. developed and 
performance-proved to give maximum service in every station. Low profile ...long service. 
The latest in fine pumps produced by Wayne. 


The Wayne 400 Series offer more of everything wanted in a pump... more of everything 
needed to keep stations ahead in sales and profits. 


These pumps will add eye appeal to your station. Help sales ... put extra profit in your cash 
drawer. Write for complete specifications and folder to The Wayne Pump Company, Division of 
Symington Wayne Corporation, Salisbury, Maryland. 


Both models available in single product single 
outlet, single product double outlet and two prod- 
uct double outlet models using either suction or 
remote pumping. 











we ae 


LONG LIFE SOLO 


MICRO-ACCURATE METER PUMPING UNIT 








ES f G ; T 


to boost ol 


The year’s most dramatic promotion to get hoods up! 


FRAM SILVER ANNIVERSARY 


? 


TREASURE HUNT 


Repeated radio messages over the full CBS and Mutual 
Networks during the important spring change-over period! 
They’ll send drivers to Dealers for big cash awards! 
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RADIO BLAST! 


and filter sales! 


HOW IT WORKS: 


Any car that drives into a station may 
be a FRAM Treasure Car. Last year, 
10,000 secretly tagged FRAM Oil and 
Air Filter Cartridges were installed in 
old and new cars during regular 
servicing. These cars are now on the 
road! 


Tagged Filters pay up to $1,000.00 to 
the dealers who find them! Each tag 
has a predetermined value—based on 
a drawing supervised by bank officials. 
Values are: $1,000.00, $500.00, 
$100.00, $50.00, $10.00, $5.00, $1.00. 


When dealer finds a Treasure Hunt 
Cartridge, he should do this: (1) De- 
tach Treasure Hunt Tag. (2) Mail to 
FRAM with his name and his cus- 
tomer’s name. 


FRAM will give the dealer the cash 
amc .nt already assigned to the tag— 
up to $1,000.00! The car owner will 
get the same amount. 


Dealers can’t lose! Whether or not 
they win a cash award, they still get 
all the extra sales built by the Treas- 
ure Hunt: added oil changes, lube 
jobs—new oil filter and air filter 
cartridge sales! 


Treasure Hunt ends June 30, 1959, 
and is subject to Federal, state and 
local laws and regulations. 
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CORPORATION, 


Watch for all the other 


FRAM action too! 


MOST AGGRESSIVE FRAM SALES PROGRAM 
IN OVER 25 YEARS! 


ADVERTISING! Big dominant FRAM Ad- 
vertisements in national magazines stimu- 
late oil and filter sales and announce the 
Treasure Hunt too! 


Giant coast-to-coast outdoor billboards in 
high traffic areas send drivers into Service 
Stations for oil and filter checks. 


SALES PROMOTION! Exciting FRAM 
Silver Anniversary D-8! Offers dealers a 
luxurious sweater that can be awarded in an 
easy-to-run promotion for their own men to 
increase oil and filter sales. FRAM makes 
promotion easy by furnishing full instruc- 
tions! 


DEALER AIDS! Attractive attention-get- 
ting posters and powerful sales aids for 
in-station use. Keeps oil and filter profits 
rolling! 


For details, 
phone or write 


FRAM 


O/L AIR FUEL WATER 


Providence 16, ma whe i 
Rhode Island a ff * 
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“Should | put in colder 2 at “Should | put in 
plugs for high-speed bw bod hotter plugs for low- 
highway driving?” PS 7 speed city driving?” 




















STOP PLAYING THE SPARK PLUG “GUESSING GAME”! 
STANDARDIZE ON AUTO-LITE. POWER TIP BECAUSE= 


Auto-Lite. Power Tip “fires up” 
today’s engines at all speeds! 


Here’s why Power Tip is your 
safe choice for today’s engines! 


Smart dealers know they can depend on Auto-Lite Power Tip to protect their most 
valuable asset . . . customer satisfaction. That’s because Power Tip “fires up” 
today’s overhead-valve engines at all speeds—and keeps them “‘fired up”’ in all kinds 
of driving. More and more dealers are standardizing on Power Tip for all overhead- 
valve engines because it takes the “‘guesswork’”’ out of spark plug selection. 





Install Power Tip in your customers’ cars. Take the ‘‘guesswork’”’ out of your spark 
plug service and be sure of completely satisfying your customers. Stock Power 
Tip today! 


*Power Tip, with or without Resistor, is ignition engineered for overhead-valve V-8 
engines and for most overhead-valve 6-cylinder engines in all cars on the next page. 
You need to stock only 7 Power Tip numbers to give you safe coverage of over 
95% of your customers’ cars. Standardize on Power Tip today! 


THE ELECTRIC AUTO-LITE COMPANY e¢ TOLEDO 1, OHIO 


AUTO-LITE POWER TIP 
CLEANS ITSELF 
WHILE YOU DRIVE! 


AT LOW SPEEDS, the projecting AT HIGH SPEEDS, the projecting tip 
Power Tip is in the thick of combustion is in the path of incoming air-fuel mix- 
where it gets hot quicker and stays hot ture where it stays cooler to effectively 
to burn fouling deposits away clean! check damaging pre-ignition. 


_AUTO-LITE Power TIP 
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YOU NEED ONLY 7 POWER TIP NUMBERS TO 
COVER MOST OF YOUR CUSTOMERS’ CARS* 


CHRYSLER 


1955-56 + mh 2 
1956-58 V8 N.Y........... " TAGR42 
1957-58 vi Wind: & Sara... AR42 
1959 “ae Sara. 





CHEVROLET 


v8 A52 
1958- fA PE page .A42 
1958-59 V8 %” Reach... .AGRA2 





DE SOTO 


1952-54 V8, All 

1955 V8 Firedome...... 

1955 _—*V8 Fireflite 

1956 V8 Exc. Adventurer. AR52 
1956 V8 Adventurer.....AR42 
1957-58 V8, All R 
1959 V8 Exc. Adventurer. .A42 
1959 V8 Adventurer 3 


1 

1959 
1959 
1959 


V8 D500 


1957-58 All V8 %4” Reach.. 
958 


All V8 4” Reach. TAGRA2 
V8 Coronet R4 


BF42 
Hy Cyl. & 292 Cu. = 
V8... ua F82 
1959 All Other V8’s... .. BF42 








FORD 
1952-54 6 es . Vi. vec AL82 
1954  V80.H oo ee AL82 


1955- 59 6 Cyl 

1957 vs M2 Cu. In.. 

1957 — All Other V8 and 
Thunderbird... 


1958-59 All Other V8 and 
Thunderbird 


HUDSON 
1955 V8 7/6” Reach 
1955-56 V8 4” 
1955-57 Metropolitan 


Hornet V8 
1957 —_ Except Metropolitan ALa? 


IMPERIAL 


1956-58 V8, All 


1959 


V8, All 





= 


MERCURY 


1958-59 All Other V8's.....BF42 


1946-53 0.H.V. Models 

Exc. Dual Jet Fire. A82 
1953 Dual Jet Fire... .AL82 
1954-56 Ambassador 6 Cyl....A82 
1955-56 Ambassador V8 

Engs. 7As” Reach. AL82 

Engs. 4%” Reach. .AG52 
1956 Statesman L82 
1957 Ambassador V8. . 
1954-57 Metropolitan...... “AG52 


PACKARD 
V8 Ae” Reach 





= 


PLYMOUTH 
any 56 V8, All 
v8. 


955- 
i998 "Sas 6 Cyl... *A82 


STUDEBAKER 
1951-58 V8 (Except 57 
Golden Hawk)... AL82 
1956 V8 Golden Hawk. ..AG52 
1959 ~—s*V8, All AL82 





*Aulo-Lite RESISTOR Spark Plugs with Power Tip, recommended for long plug life and suppression of radio 
interference, can be used in place of all STANDARD Power Tip applications shown in these specifications. 
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«+» TO MAKE IT SHINE 


«+.-OR STOP ON A DIME 








can with CROWN 


Polishes or brake fluids... any automotive accessories 
in self-stacking cans, you can with CROWN —dquality 
containers for every product. This “‘F’’-style can is 
widely used for automotive products and household 
specialties. Retailers enthusiastically endorse its per- 
fect stacking design that eliminates shelf damage and 
keeps displays neat and attractive. Stock loss by 
breakage is eliminated. 


This “‘F’’-style, self-stacking can is another CROWN 
first . . . typical of the highly specialized services 
CROWN offers their customers. These services include 
engineering assistance, package design, and the facil- 
ities of the world’s most modern lithography equip- 
ment. Plants and offices in 18 strategic locations. 


Write for CROWN’s brochure on ‘“‘F’’-style cans 
. . . Crown Cork & Seal Company, Can Division, 
9342 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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ONLY 


NEW MACK~'COE.. 


give you all these profit-boosting features 


e Choice of Mack engines—gasoline, diesel or 
turbo-charged diesel—from 150 to 205 h.p 


e Tilt-cab action for full engine accessibility 
e Truck and tractor models 


e Low step-height for easy entry-exit . . . flat floor 
(on 40 series) for swift exits from either door 


e ‘Executive suite’ cab engineered for comfort, 
fume-free ventilation and smooth-handling 
controls 


These compact cost-busters give you every feature needed for economy, 
bonus payloads, and fast action in and out of congested areas. That’s why 
Mack Model N COE trucks and tractors have won immediate acceptance 
by dollar-conscious operators throughout the nation. 


e Panoramic, wrap-around 3606-square inch 
windshield 


e Set-back front axle for '4:% weight distribution 
on trucks and maximum front-axle loading on 
tractors 


e Advanced Mack steering systems for utmost 
maneuverability 


e Choice of Mack transmissions (5 to 15 speeds), 
brakes, frames and suspensions 


e 4- or 6-wheel models with option of famous 
Mack Balanced Bogie 


For the names of firms that are already cashing in on the advanced profit- 
power of Mack Model N’s . . . or for a briefing on the Model N that will 
do as much for you—contact your Mack branch or distributor today! Mack 
Trucks, Inc., Plainfield, New Jersey. In Canada: Mack Trucks of Canada, Ltd. 


MACK first name for TRUCKS 
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You've seen and heard Ed Sullivan 
sell this Kodak-made Starflash 
camera on the “Ed Sullivan Show” 
on the CBS-TV Network 
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urolator 


THIS *8.95 KODAK 
STARFLASH CAMERA 


FOR ONLY & a 


Here’s the most terrific deal to ever hit the 
filter industry: 

Dealer buys Purolator Bonanza refill assortment 
of fast-moving filters he stocks—at regular prices 


Dealer adds on special low price for Bonanza 
Bonus unit (1 PER 5 and Starflash 


UD, ket eta Rome ar $4.54 The famous Starflash Cam 
Dealer Sells the FREE PER 5 for. . 3,95 pictures just the way you like then 


in black-and-white—in color—and colo 
r 


ae slides. This Kodak beauty feature 
s 
© Built-in flashold, 
¢ « po ee . ¥ foo atin 
ens r 
@ Optical viewfinder * idee m9 
Strap 








What a team to clean up with! iii 


PUROLATOR 
OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


U.S, Pat. OfF. 
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ROTARY GIVES YOU PROVED DEPENDABILITY —Thirty-five years ago 
Rotary manufactured the first hydraulic automobile lift in history. Many 
of these original lifts are still in operation, although great improvements 
have been made by Rotary on its original product. Today’s Rotary Lifts 
are rugged units that give dependable performance under any service 
conditions. A precision engineered Rotary Jack, combined with your choice 
of Rotary’s modern superstructures which handle all cars, gives you a lift 
that’s a profit-maker in any service station. 


Check these operation and safety features of the Rotary Airdraulic Jack 
¢ Polished steel plunger . . . for ¢ Safety check disc . . . limits both up 
smooth operation and down speed 
* Automatic air bleeder . . . prevents ¢ Stop ring . . . prevents plunger 
jumpy action from leaving casing 
* Anti-friction bearings . . . won't Low oil control . . . insures safe 
score plunger operation 
¢ Hydra-seal . . . eliminates packing, ¢ Air diffuser . . . eliminates 
improves operation turbulence and oil foaming 





Rotary Full Hydraulic Jack—Preferred for multiple lift installations and 
some mechanics’ lifts, has similar advanced design and dependable con- 
struction as Airdraulic Jack. 


Rotary Two-Stop Jack—Easily adjustable to correct rise for Roll-on, Frame 
Pick-Up or Free-wheel Superstructures, permits inexpensive conversion 
from one type of superstructure to another. Available in Airdraulic or 
Full-Hydraulic models. 


FRAME PICK-UP ROLL-ON 


» 


‘ : Products of ROTARY LIFT COMPANY, Division of Dover Corpor & 
AUTO [| KS Memphis, Tenn., Chatham, Ontario. 
, First name in oil-hydraulic auto lifts—passenger and freight elevators 


— industrial lifting devices. 
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Du Pont Helps Refiners Set Up 
Linear Programming 


by Herb Bailey 








Du Pont Develops 
AFA-1 for 
Aviation Gasoline 


A new additive (AFA-1) is now being 
offered by DuPont as a corrosion inhib- 
itor for aviation gasoline. Since low 
dosages of AFA-1 are effective, it offers 
refiners opportunities for substantial 
savings in corrosion inhibitor costs. An- 
other advantage of the low dosage is 
that the water tolerance test on avia- 
tion gasoline is more easily passed. 

For details on this product and its 
use, call your DuPont representative at 
the nearest Petroleum Chemicals Sales 
Office. 











ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Company (Inc.) 


Herbert O. Bailey, one of DuPont's refinery technologists, and Joseph Testa discuss a linear pro- 
gramming problem as it is being fed into the computer. In just a few minutes the solution will 
emerge. Done by hand, the problem would have required weeks of time and reams of paper to solve. 


In today’s highly competitive petrole- 
um industry, maximum economy in all 
phases of operation has practically be- 
come a management “must.” 

An important tool in effecting econ- 
omies is linear programming. 

Linear programming, through the 
use of electronic computers, makes it 
easily possible to determine the eco- 
nomic effect of all known processing 
and blending variables in the produc- 
tion of gasoline. In this way human 





errors arising from prejudgment are 
minimized. 

In order to help the refining indus- 
try take fuller advantage of the econ- 
omy and efficiency offered by the use 
of linear programming, the DuPont 
Petroleum Chemicals Division now of- 
fers a new technical service. 

This service consists of helping re- 
finers to organize the vital variables of 
processing and blending in such a way 
that modern calculation methods can 


OVER 





DUPON 





Linear programming 


be used to get an integrated analysis 
of all gasoline manufacturing opera- 
tions. 

The DuPont refinery technologists 
have completed numerous linear pro- 
grammed studies of gasoline blending 
economics for customers. Operating 
variables and incremental manufac- 
turing costs are incorporated in the 
evaluations. 

These studies include such items as: 
the volume and value of the gasoline 
components in each blend; optimum 
reformer severity; the volume of com- 
ponents which should be purchased or 
sold; the product quality shortage or 
giveaway on all inspections related to 
specifications; the loss sustained by di- 
verting components to other grades of 
gasoline or products through choice or 
necessity; the range over which the 
economic variables in a study may 
shift without changing the recom- 
mended blends; and, of course, the 
economic usage of TEL as an octane 
control additive. 

While such studies obviously cannot 
always result in major savings, in one 
instance it was shown that a loss of 
over $1.00 per barrel was being suf- 
fered by diverting one component to a 
less profitable alternate use. In a sec- 
ond instance, the price being paid for a 
purchased component was much more 
than its worth to the user. Such results 
as these could be determined in an 
analysis of your own operations. 








The men responsible for our 
linear programming service 


JACK S. BELLAH joined the Petrole- 
um Chemicals Division as Refinery 
Technologist in 1953. He is a graduate 
chemical engineer from the University 
of Tennessee. He spent six years at the 
Socony-Vacuum Oil Company work- 
ing on petroleum test programs, eco- 
nomic studies, process engineering, 
and product development. He also 
worked for Mathieson Alkali Works 
and at Stanolind Oil and Gas Company 
in Tulsa, and the Refinery Engineering 
Company before coming to DuPont. 


HERBERT O. BAILEY holds a chem- 
ical engineering degree from Rensse- 
laer Polytechnic Institute. Mr. Bailey 
spent 12 years in the Technical Service 
Division of Esso Standard Oil Com- 
pany doing refinery test work, gasoline 
blending studies, and crude oil and fin- 
ished product evaluations. He joined 
DuPont in 1953, starting in sales. Last 
year he joined the Planning Section in 
Wilmington as a Refinery Technologist. 








New Series=— Additives Handling 
Bulletins 


Just a year ago Du Pont began a service 
designed to make the use of petroleum 





additives as easy and economical 
possible for DuPont customers. 

It consists of a series of bulletins on 
special subjects of interest to those who 
buy additives. 

The first bulletin deals with the use 
of duplex pumps in place of the sim- 
plex type for keeping additives free- 
flowing in cold weather. 

Another bulletin covers in detail 
the knowledge needed for the easiest 
and most efficient hz andling of DuPont 
Rust Preventive No. 2. 

These bulletins are written by the 
men of the “Operations Group.” All of 
them are experienced in the handling 
of tetraethyl lead and other petroleum 
additives. 





SALES OFFICES 


Chicago 3—8 So. Michigan Ave. ...RAndolph 6-8630 
Cleveland 15—101 Prospect Ave. . .MAin 1-3422 
Houston 2— 

705 Bank of Commerce Bldg. 
Los Angeles 17—612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. . .MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12 

Ontario HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division, 
px 2-44 Sales, Wilmington 98, Delaware, PRospect 


CApitol 5-1151 
MAdison 4-1354 





REG. U.S. PAT. OFF. 


Better Things for Better Living 
++ through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Compony (Inc.) 


A-10220 


Printed in U. S. A. 





Cooper... the franchise of opportunity 


For dealers 
who want to be 
in the chips 


(blue... that is) 


N 


You’re in the chips to stay right from the start 
when you go Cooper. And this means more sales, 
more profits, more security for you. 


Working to help you make your business a 
growing success is the rule with Cooper. This 
is one big reason why Cooper and its dealers 

are growing by leaps and bounds. 


1 Ns 
rly 


h 
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We're willing to let the chips fall where 
they may in proving that a Cooper 
franchise offers you more, gives you more. 
You get a complete and modern tire line, 


guaranteed service for customers, lower 
buying prices, consistently higher profit margins. 


fee 


You get planned identification, your own 
budget selling plan, fulleyear advertising 
support, free promotional programs 

and displays. You get more of everything 
with a Cooper franchise. 


qi 


Write, wire or call Dept. 118 today for complete 
details about a blue chip deal for your market. 
Cooper Tire & Rubber Company, Findlay, Ohio. 
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Safety-Premium Cushion-Ride Air-Master 
3-D Nylon Safeguard Tyrex Cord Type 
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Weather-Master “300” Road-Master Extra Mile 


Mud-Snow Truck-Bus 
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FITS RIGHT into your picture... 


Meter Register —___ 


(Ofelesleliat-baielal 


\ 
\ 


} 


strainer & air eliminator 


} 
} 
\ 
\ 
\ 


\ 
} 
} 


ViSIBLE fOEGISTER 


\gm@0DO000 29 
\ ‘GALLONS ' 
Quantity b es 
Control 


YO ZERO MEFORE LACH DEL 
FE iese: t 
Valve 


very 


70 Rotocycle Meter 
70 gpm capacity) 


The more you look at it (and into it) 





the better it looks 
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NEW ROCKWELL ‘T-70”’ 
ROJOCVCLE TANK TRUCK METER 


(Rate of flow 14-70 gpm) 


Sized right, made right— 


to slip right into your trucks 


With three optional inlets and two optional 
outlets, no meter is easier to install than the 
Rockwell ‘“T-70.”’ You can even make right 
or left hand settings without the need for 
extra parts. Hence, these newer, better meters 
will fit right into your truck compartments, 
either as new installations or replacements. 

Service accessibility is another big feature 
of the ‘“T-70.” The meter itself can be cleaned 
by removing only a few cap screws and pull- 
ing out the rotor from the front. 

The strainer and air eliminator share a 
common housing which is separate from the 
meter body. Both are fully accessible through 
hand hole plates. 

Automatic shut-off of predetermined quan- 


tities is completely shockproof thanks to a 
new “smooth closing” system. You just dial 
the desired delivery, touch a lever and the 
meter will count down and close off the flow 
in easy stages as the zero point is reached. 

The meter is of the time proven Rotocycle 
design, now updated to include a new crank 
type rotor which greatly improves perform- 
ance. Calibrating this meter is a cinch—only 
a screw driver is required. 

The more you look at it—and into it—the 
better the Rockwell ‘“T-70”’ Rotocycle Tank 
Truck Meter looks. Ask for an eye-opening 
demonstration or write for bulletin OG-410. 
Rockwell Manufacturing Company, Pitts- 
burgh 8, Pa. 


ROTOCYCLE METERS 


ROGKWELL® 
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FACTS FOR JOBBERS FROM PURE OIL: 


PURE believes 
in jobbers 








With their intimate knowledge of local problems, jobbers are PURE’s 
best means of distributing products in much of its marketing area 
...-and we intend to keep it that way. Since 1950, our jobber network 
has increased 20%. Now, more than 40% of PURE’s bulk plants are 
jobber plants—another 40% are distributor-operated plants. 


Here are more good reasons why you 
should investigate the PURE franchise: 


Day-to-day operations— We’!! help iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning— PURE’s experts in financing, 
marketing, and business management give you prac- 
tical help with your future plans. 


Money heip— PURE can arrange low-cost loans for 
new facilities, remodeling and new equipment for 
jobbers who qualify. 


New business—Field-tested sales programs help 
you develop profitable farm, fuel oil, car dealer, in- 
dustrial, and commercial accounts. 


Truck stops— PURE has the country’s largest truck 


stop network; our experience and know-how is yours 
for the asking as a PURE jobber. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to BE SURE WITH PURE 
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Faster, Easier to Operate... 


NEW ALEMITE WHEEL BALANCER 


with exclusive Hand Strobe Light ! 


® Balances all sizes of wheels—on the 
car! No attachments needed to oper- 


Builds service profits faster! Now, 
with Alemite’s brand new electronic 
wheel balancer, you can balance 
wheels completely, on the car, in the 
record-smashing time of less than half 
an hour! Only the new Alemite 
Wheel Balancer features all these ex- 
clusive advantages to help you handle 
more balancing jobs and build service 
profits faster. 


© New “Move-About” Hand Strobe 
Light works both indoors and out- 
doors for handier, faster, easier bal- 
ancing! Built-in meter shows amount 
of unbalance and sells need for bal- 
ancing — gives proof that job has been 
done. 


@ New Dual-Control Vibration 
Pick-Up. Only the Alemite balancer 
registers both up-and-down and side- 
to-side unbalance ... corrects all un- 
balance right on the car. 
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ate — no additions to buy .. 
becomes obsolete. 


- never 


® New, low-slung, all-in-one design! 
All parts, including weights, are car- 
ried in one compact, rugged, easy-to- 
roll unit. 


Three models—11% h.p. single spinner, 21/2 h.p. 
double spinner, 5h.p. heavy-duty truck spinner. 


Available Now For 
Free Dealer Showings... 


Two new Alemite full-color films on wheel 
balancing! “Waggin’ Wheels” tells the story 
of the cause and effect of unbalanced wheels. 
“Noah Had A Word For It” demonstrates the 
technique of wheel balancing, and portrays 
the profit potentials of this service. Reserve 
a date for your free showings now! 





MAIL COUPON 
TODAY! 


OW 


ART- WARNER 
RPORATION = 
! 
' 


BJ 
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ALEMITE, Dept. AS-39 
1850 Diversey Parkway, Chicago 14, Illinois 
[] Please contact me and reserve a date for 
free Alemite film showings. 


(] Please arrange for free wheel balancer dem- 
onstration. 


Name 
A ee 


Zone State 


City. 
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REFRESHMENT Palo 


designed to house vending machines 


REFRESHMENT Pato 


i?) 
0 
i Make Your Vending Machine Operation More Profitable 


6 FT. UNIT 


REFRESHMENT Mate 


The Refreshment Patio is designed to place your vending 
Oo ames ; A; 
0 machines in an attractive setting and protect them from 
a 























~ the weather. It eliminates clutter, builds good will and 
provides better self-service. 
12 FT. UNIT 


REFRESH MEny Prades 

















It will maintain its handsome appearance and give 
years of satisfactory service because it is made of 
steel with a baked on enamel finish. 


@) 
= U [] The Refreshment Patio is available in 6 foot 
sections in a choice of colors. Buy 6 - 12 - 18 - 24 
18 FT. UNIT feet or any length you need. Easily erected. 
































€ Write for full information, today 











ee” y 
24 FT. UNIT Ls 


at 


MODERN METAL PRODUCTS COMPANY 


BOX 1798, GREENSBORO, N. C. 6 WEST COAST ADDRESS, BOX 691, SAN JOSE, CALIF. 
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QUAKER MAID REFUELER MARTHA WASHINGTON 





MARTHA WASHINGTON TANDEM GONDOLA TYPE SEMI-TRAILER 


Truck tanks 


BY QUAKER 


NEERING AND LIGHTWEIGHT 


CUSTOM REFUELER 


Quaker Truck and Trailer Tanks are designed by engineers 4 fs V V- | W t N 


of highest standing and built to your individual require- 
ments by mechanics of the finest skills. Before construction 
is started on any tank, a blueprint is submitted showing how 
the tank will look, how much it will weigh, and how the 
load will be distributed on each axle in accordance -with 
both the chassis manufacturers’ specifications and State 
highway laws. You can depend on Quaker Tanks never to 
be overweight, never to be over or under capacity; and to 
have the load distributed perfectly. 


i Ad 


For over 30 years Quaker has been the leader in the 
development and improvement of truck and trailer tank 
equipment. Go over any modern piece of equipment and 
see what a large percentage of the improvements in design 
and construction have been developed by Quaker City. 
To take a specific item: you will find lightweight tubing of 
larger inside diameter than piping, with long sweep elbows 
replacing sharp mitered joints, all joints welded and tested. 
Features like these explain why so many large oil com- 
panies ask us to construct pilot models for them before 
they go ahead with a large program. 


Get the benefit of standardization where it will save you 
time and money, but at the same time enjoy the advantages 
of a tank designed to fit your individual requirements by 
specifying Quaker City on your next order. Whether you WILLIAM PENN 
want a simple job like our “William Penn” or a deluxe 
unit like our “Fawn,” we can take care of your needs. 


QUAKER CITY IRON WORKS 


3400 GAUL STREET, PHILADELPHIA 34, PA., Telephone: REgent 9-3000 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS FOR OVER 30 
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Why Skelly Is Called 
“The Company That’s Always 
Doing Things”: 


An aggressive company that’s 
always coming up with new prod- 
ucts, new ideas and new ways to be 
of service to car owners generally 
builds a better reputation for itself 
and wins more friends for its 
dealers. 


Skelly is that kind of company. 
Here are some of the reasons why 
Skelly is called the company that’s 
always doing things: 


1. The only oil company with revo- 
lutionary gum-dissolving Keotane, 
a development of Skelly research, 
that lets car owners “unglue” the 
harmful carbon and lead deposited 
by other gasolines—just by driving! 


2. The only oil company in its area 
to announce a Guaranteed Starting 
Program featuring “You start or 
We Pay’, to help its dealers get 
more profitable Fall Changeover 
business—and sell more profitable 
Big Ticket merchandise as a result! 


3. The only oil company to win 
thousands of new friends among car 
owners and motor car dealers by 
publishing specifications of 1959 
motor cars throughout its territory 
in full-page newspaper ads. This ad 
also featured the superiority of 
Skelly Supreme Motor Oil. 


4. The only oil company to give farm 
customers and prospects important 
specifications and valuable lubrica- 
tion information on new-model 
popular-make tractors in 2-page ad- 
vertisements in leading state farm 
magazines. For the 4th straight 
year, these high-readership ads re- 
mind farm customers that Skelly 


models as they should be serviced 
today. 


5. The only oil company that has a 
special Ladies’ Credit Card and a 
planned program to dramatize to 
women drivers that they are special 
customers and can expect special 
service from Skelly dealers! 


6. The only oil company with a 
powerful, year ’round advertising 
and promotion program that tells 
motorists about the advantages of 
Skelly products in such strong, 
simple, easy to remember selling 
sentences as: 


“Drive Your Engine Clean.” 
“You Start or We Pay!” 


“Get Keotane-Clean 
‘Hot Spark’ Starts!” 


“Today's Lowest-Consumption 
Motor Oil!” 


“Keotane Saves 
Just by Driving” 


Are you feeling dissatisfied with 
your present deal? Do you wish you 
had a company that’s always doing 
things backing you up? 


Then why not find out more about 
what a Skelly franchise could mean 
to you? You have everything to 
gain—and nothing to lose. 


Just write, wire or phone the near- 
est Skelly Division Office listed 
below. There’s no obligation, of 
course. 





SKELLY 




















These new pole signs, rapidly going up all 
over Skellyland, are symbolic of the dy- 
namic growth attitude of Skelly—the oil 
company that’s always doing things! 


knows tractors—and that Skelly 
Tank Men have exactly the right 
products to service all makes and 


SKELLY OIL COMPANY 


Tulsa, Oklahoma 


MARKETING HEADQUARTERS: 605 West 47th Street, Kansas City 41, Missouri 
DIVISION OFFICES: Aberdeen @ Chicago @ Dallas ®© Denver @ Des Moines @ Kansas City 
® Omaha ® St. Louis © St. Paul @ Tulsa ® Wichita 
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FEATURING PRE- SET CONVENIENCE FOR 


RAPID, EASY gaan OF ALL CARS AT RECOMMENDED rick UP rorsts 


Providing all of the widely accepted advantages of 

“Frame-Kontact” lifting, Globe “Continental” Hoists in- 

corporate a unitized superstructure having swivel arms and 
sliding pads. Spotting is quick, positive, easy. 

The exclusive Globe PRE-SET feature permits position 
adjustment of arms and pads for 90% of all cars on the 
road today before the car is driven over the superstructure. 
Handling of other cars, including some late U. S. models 
and foreign cars, is also facilitated by the versatility and 
simplicity of PRE-SET adjustment. Any change in adjust- 
ment is easily accomplished by the mechanic at the side of, 
not under, the car. 

Made by the pioneer manufacturer of the “Frame- 
Kontact” Hoist, Globe’s long, specialized experience has 
produced benefits and advantages which are exclusive in 
Globe “Continental” design. These include the PRE-SET ad- 
justment, the 3-position pads (patent applied for), wide 
and long reach and large free undercar working area. 

Three “Continental” models are available: single 
post semi- or full hydraulic, two post full hydraulic. 
Stroke 70”, 8000 Ibs. capacity. Maximum wide spread 
of pads: 78”; maximum reach: 87”—dquick, positive 
contact to any chassis pick-up point. 


WRITE TODAY for 
illustrated folder (A- 
606) of complete 
description and speci- 
fications of GLOBE 
CONTINENTAL 
HOISTS. Globe Hoist 
Co., East Mermaid 
Lane at Queen St., 
Phila, 18, Penna, 


GLOBE PATENTS — ‘‘Frame-Kon- 
tact” lifting is covered by the 
following U.S. Patents: 2458986 
— 2593630 — 2593635 — 2612344 








mufflers, tail} etc., for light  — 2612355 — 2654443. Other U.S. 
pipes. trucks, and foreign pats issued and pend, 
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THE WORLD! S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS! 





Modernize now with 
new Plastilux signs. 


All of your stations will get that new, brighter look at once 
when you put up Plastilux signs. Modern designing combined 
with lower operating and maintenance costs make these signs 
es etiinntors of fit every modernization program. 

Whether you operate 10 or 10,000 stations, NPI Signvertising*® 
service is available to create and build the illuminated sign that 


exactly fits your need. 


Plastilux" 
Illuminated 


Signs... 
NPI production facilities match the creative skills to assure 


on-time delivery, too. 


WEOonN FRO PVCS Ts INCORPORATED 
K.izmma 4, Ohio W.S.AW.. FOREIGN AFFILIATES: @ Tek Plastics, Ltd., Toronto, 


Canada @ Vitreous Enameling Corp., Capetown, South Africa @ Elaboracion Plexiglas Espanol, S.A. Madrid, Spain 


‘ee | NT 


We operate filling stations. Please have 
a Signvertising Engineer call. 


NAME 


TITLE WRITE TODAY — Use this coupon to get 
the services of a Signvertising® Engineer. 


COMPANY. No obligation. 


ADDRESS ! 
| 
CITY. STATE | 
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THE WORLD'S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS: 


“In 30 months...not 

a single bearing 
lubrication failure | 
with lithium-base grease!” 


lithium-base grease 
does the job... 


and does it better! y s 











VA. Wemco classifier, port of wet 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AMERicAN LitHium CHEMICALS, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In thirty months operation we 
have not been able to trace a single cause of bearing 
failure to the lubricant used. The on-the-spot photos 


\\ grinding system, lower bearing 
ee 


aon er ae | 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


REG. U.S. PAT. OFF, 


American Potash & Chemical Corporation 


3000 West Sixth Street « Los Angeles 54, California 
LOS ANGELES * NEW YORK * SAN FRANCISCO * ATLANTA * PORTLAND (orne.) 
Export Division: 99 Park Avenue, New York 16, New York 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
technical bulletin on this important 

chemical ingredient in lithium-base greases. 
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TODAY’ Ss 


Head for Figures” 


et ee a Nese Brade 


6 Improvements In The is full of New Ideas! 


Veeder-Root 
“HEAD FOR FIGURES” 


1. Faster, Easier Resetting: New 
controlled reset cycle guarantees uni- 
form resetting action. 


Fewer Moving Parts: An impor- 
tant new factor in control of operating 
costs. 


Complete Enclosure of Total- 
izers gives these vital parts better 
protection. 


Interlock Feature makes sure 
computer is reset before next sale is 
made. 


16% Larger Figures make read- 
ing far easier. 


Offset Wheel Construction helps 
provide improved lighting. 


“ay 
a 
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ei 

¢ 
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The men who “man the pumps” never had it so 
good, as with today’s Veeder-Root Computer. It’s 
faster and easier to read and reset. And both reset and 
nozzle are on the same side, so there’s no need to 
walk around the pump. 

Maintenance men, too, like the simplified design 
which means better service with less attention. 

Finally, Mr. and Mrs. Public find the face easier to 
read ... and can always be sure of a guaranteed 
accurate count. 

In these and other ways, Veeder-Root works con- 
stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 

VEEDER-ROOT INCORPORATED 
Hartford, Conn. « Greenville, S.C. ¢ Altoona, Pa. * Chicago 


New York « Los Angeles * San Francisco *« Montreal 
Offices and Agents in Principal Cities 


el an tal 
Service 
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VEEDER-ROOT 
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Chemigum—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 


STYLE WWH TANK TRUCK 
AND CAR FILLER HOSE 


STYLE WWC GASOLINE 


No mystery about the all-over-the-world use of Goodyear hose—in every 
oil-handling operation—under every possible condition. 


Over the years, this super-quality hose has proved its superiority on the 
toughest jobs. CHEMIGUM—developed by Goodyear—gives many types the 
ultimate in oil-resistance. And all types give users extra years of trouble- 
free service. 


So when real dependability is a “must,” Goodyear is your hose. Just contact 
your Goodyear distributor—or write Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


..the big name in hose is... 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 
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NOW — without extra cost — you get this 


MIRACLE 


in every 


TOKHEIM PUMP 





Imagine a meter on a service station pump, in which all 
the vital parts are of rugged stainless steel, or other non- 
corrosive materials; a meter that is accurate at avy pressure 
or any rate of delivery; a meter that will measure 5,000,000 
gallons or more, accurately, with minimum adjustment. In 
short, a meter that is trouble and maintenance-free, measur- 
ing any kind of gasoline used today. 

This is the new Tokheim MIRACLE METER, a vertical 
piston, positive displacement unit that is now standard on 
all Tokheim island pumps and dispensers. Although built 
of more costly parts and materials, you get MIRACLE 
METER without extra cost. 

Here is another example of Tokheim leadership — giving 
the buyer more for his money in every pump he buys. Call 
your Tokheim representative today! Ask for a demonstra- 
tion of the new Interceptor and Vanguard pumps with the 
MIRACLE METER. Write for bulletin. 


DREAM PUMPS FOR THE JET AGE 


 TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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Toxine 
the Jet Age 


VANGUARD MODEL 455 


with fluorescent lighting 
For remote control pumping systems 


INTERCEPTOR MODEL 446 


without dial lighting 
Single or Twin 


INTERCEPTOR MODEL 452 
with fluorescent lighting 
Single or Twin 





Tri-Sure* Closures keep your products secure under any 
conditions ...in any climate... for any distance. 























Good reasons to protect 
good products ney mea 
ferage and losses. Tri-Sure 
with Closures help protect your 


Tri-Sure Closures 


investment in product re- 
search, refining, marketing. 


Tri-Sure’s world-wide reputation 
for dependability helps build 
good will, and increases the pres- 


Sue ofevery. peodust it, protects. Every drum that you fill and equip with Tri-Sure 


Closures will deliver full value. 


*The Tri-Sure Trademark is a mark of reliability backed by over 35 years serving industry. 


Sis 
TRI- SURE THE WORLD , OVER — plants, offices and affiliates all over the world 
ys are your assurance of prompt service 


} 
wherever your plant is located. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N, Y. 
CHICAGO, ILL. + LINDEN, N. J. + NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Inddstria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compafiia Mexicana Tri-Sure S. A., Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I, London, England 
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IN WASHINGTON 


Death for Federal ‘Gas’ Tax?—Any plan to increase 
federal gasoline taxes this year seems doomed. Presi- 
dent Eisenhower has urged an increase from 3¢ to 44%2¢ 
gal. on gasoline, more tax on avgas, and a new levy 
on jet fuels. But Washington observers see chances for 
such new imposts spiked by these developments: 

@ Rep. Wilbur Mills (D., Ark.), chairman of the 
House ways and means committee, indicates no new 
taxation will be approved this year. 

e@ Mills insists any tax boost on automotive gaso- 
line should await a federal highway program cost re- 
port due Jan. 3, 1961. 

@ Backing Mills is speaker Sam Rayburn (D., Tex.), 
who is believed to have a substantial grip on enough 
Democratic votes in the House to kill any administra- 
tion-backed effort to raise gasoline taxes. 


Socony ‘Dealer’ Case—FTC examiner Robert L. 
Piper plans to submit his findings and conclusions 
April 17 on FTC’s charge that Socony Mobil illegally 
induced car-dealer customers to use its lubricants by 
supplying them with lubricating equipment at special 
rates. 





Denver investigation—Informed sources say the 
federal grand jury sitting in Denver is looking mainly 
into the supply situation for private-brand jobbers who 
get product by pipeline. Many jobber-supplied gasoline 
outlets have been underselling majors by 1¢ gal. 
Among men called to testify were top division market- 
ing representatives of Skelly, Phillips, Mobil, Texaco 
and Continental. 


AROUND THE COUNTRY 


Fair Trade for New England?—Retail gasoline prices 
in New England have become so erratic that some top 
marketers are speculating on the likelihood of fair 
trading. Although fair trading failed before in New 
England, these marketers feel it’s the only hope for 
stabilizing the market and bolstering the position and 
morale of dealers. Fair trading in Pennsylvania is now 
in its fifth month, while in New Jersey it’s held up for 
three years. 





Marketers’ Highway Committee—Look for the oil 
marketing industry to take a more aggressive interest 
in the national highway program. Vern Bellman, Mo- 
bil’s marketing vice president, has just been named 
chairman of the newly created highway committee of 
the API marketing division’s general committee. In- 
stead of acting as a watchdog committee, it will take 
the initiative in seeking “acceptable solutions” to the 
problem of servicing the public on limited access high- 
ways, an authoritative informant says. 
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FTC Ruling in Pure Oil Case Seen 
As Protection for Private Branders 


The Federal Trade Commission’s new ruling on 
the Pure Oil “Birmingham” case can be extended 
to mean that major companies could be sued by 
FTC for meeting private branders in a local price 
war. That’s the opinion of some top oil lawyers. 


FTC ruled that Pure set off a price war in 
Birmingham that caused private branders to lose 
25% of their business. Examiner Robert L. Piper 
issued an order forbidding Pure to reduce gaso- 
line prices in any market where it competes with 
others unless it “proportionately reduces prices 
everywhere.” Oil lawyers read this order to mean 
all of Pure’s marketing territory. 


Pure is appealing the ruling to the full com- 
mission. If the commission sustains it, Pure can 
carry the case to the U. S. Court of Appeals. 











Price Troubles—Intensified price competition seems 
to be spreading, apparently as a phenomenon of the 
surplus gasoline period. Three recent examples: 

@ So-called “spite” stations on the rise. In Kansas 
City, the resurgence of a price war condition is attrib- 
uted to “spite” stations—allegedly erected in retaliation 
against Hudson Oil, whose stronghold is the Kansas 
City market. Hudson has broken into many new mar- 
kets at the expense of other private branders. 


e A marketing upheaval seems to have arrived in 
New Mexico, as predicted in NPN last year (Dec. ’58, 
p81). Price wars are popping up in a number of areas. 
Hudson Oil moved into Santa Fe about a month ago, 
posting prices 12¢ under the prevailing major-brand 
price on opening day, then moving up to 10¢ below 
(25.9¢ gal. including 10¢ taxes). Many prices came 
down to meet Hudson, even undercut them (one was 
21.9¢ gal.). 

@ Brands may be taking a beating. A major oil 
company marketing executive says he sees the day 
coming when brands “will have lost all meaning” in 
the Boston area. In his view, it’s due to a growing 
number of operators selling only on price. Some have 
switched brands four or five times, he adds. The mar- 
keter says similar situations exist in Providence, R. L, 
and Hartford, Conn., but to a lesser extent. 

e 
Jobber to Head OHI-——Oil-Heat Institute of America 
is slated to elect its first distribution division member 
as president next month. For the past 36 years OHI 
presidents have come from the manufacturing division. 
Nominated for the top OHI post is a former national 
chairman of the distribution division, which now has 
more than 4,000 members. 


More Ahead of the News > 
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Ahead of the News 


Jobber/ Emphasis—API’s new market- 
ing division head, C. J. Guzzo (Gulf), has named three 
jobbers and two big independents to his planning com- 
mittee. Object: broader representation. The jobbers are 
Miles M. Mills (Skelly), John H. White (Crown Cen- 
tral), Francis J. Schuster (D-X); the independents, 
Robert M. Jenney, Jenney Mfg. Co., and K. C. Baker, 
J. D. Streett & Co. The committee now has 15 mem- 
bers. Last year the group (then called the coordinating 
committee) had 10 members, of which two were job- 
bers. The committee has met once already, will meet 
again before the mid-year marketing division this May 
in Des Moines. 





Station Building Boost—Magnolia Petroleum plans 
to spend $5-million this year building and remodeling 
service stations in its Southwest marketing area. This 
is about double Magnolia’s 1958 outlay. 


Stamp Battles Continue—Two more states are de- 
bating new laws to control trading stamps. A Mary- 
land bill would require stamp companies to post a 
$10,000 bond to insure redemptions. It would also 
boost license fees for stamp companies from $500 to 
$2,000 a year, and fees for stores giving stamps from 
$50 to $250. A Maine legislative proposal seeks to 
license stamp companies there at an annual fee of $50 
and to post a 3% levy on gross stamp sales. (For 
more on stamps, see page 138.) 


More Mexican Oil for the East Coast?—Almost 
certainly, says a major-company man who recently 
made an on-the-spot study of Mexico. A gas line now 
under construction from the Isthmus area to Mexico 
City will ultimately release 18,000 b/d of fuel oil for 
the East Coast, says the expert. 


Pump Paint Fizzles—The use of a new plastic paint 
on service station pumps (NPN—Dec. ’58, p66) may 
be ruled out because of problems encountered in re- 
painting. Production-line application of the paint was 
apparently successful, but a Southwest major experi- 
menting with the new product found that extensive 
sanding and other work was required in refinishing. 
The company has ordered and will install a number of 
the plastic-painted pumps to continue its experiment, 
but it doubts they'll be accepted generally. 
* 


New Premium Approach—Humble Oil Co. thinks it 
has an answer to the problem of station promotions 
vs. product dignity. Current Humble premium offer— 
glasses etched with designs of old New Mexico and 
Texas mission churches—has drawn 30,000 orders. 
Glasses aren’t given free; customers pay $2 for a set 
of six. They order direct from Humble, using coupons 
given out at stations. Humble says it keeps tighter 
control of the promotion by handling orders itself. 
Judging by the volume of incoming orders, Humble 
expects the promotion to pay for itself by the time the 
offer closes on March 15. 
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Consignee Heads CPMC—The election of a consignee 
as president of the California Petroleum Marketers 
Council is considered another prestige booster for con- 
signees in trade association affairs, say industry ob- 
servers. The new CPMC leader is Carroll Riggs, Union 
Oil consignee, Dinuba, in San Joaquin Valley. Before- 
hand, outgoing president Wally Nickell, big-volume 
Sacramento distributor, campaigned for Riggs to 
achieve “evenly balanced association values.” 


Shell Lubes Spread Out—Frontier Refining Co. will 
market Shell lubricants, along with its own brands, at 
Frontier outlets in Wyoming, Colorado, Nebraska, 
North and South Dakota, and some parts of Iowa and 
Minnesota. These are among the eight states where 
Shell doesn’t have its own outlets. 


Light Repairs Boost—It’s getting almost unanimous 
—the emphasis on light auto repairs at service stations. 
For the first time, Humble Oil & Refining is encourag- 
ing its managers to get into the act. Humble had been 
one of the major holdouts against this trend, contending 
that tuneup got in the way of other business. 


Petrofina Expands—Americana Petrofina is spread- 
ing out in the Midwest. Colonial Petroleum Co., Des 
Moines, Iowa, has become a Fina jobber; it’ll serve 45 
retail outlets in a four-state area. American Petrofina 
has also formed a wholly owned subsidiary, Colonial 
Oil Products Co., to wholesale out of Des Moines. Last 
summer Petrofina signed up the K-T Corp., 60-station 
jobbership in Kansas, and more recently Midwest 
Petroleum Co., St. Louis (see page 104). 
e 

More Oil Heat Promotion—National Fueloil Coun- 
cil expects to have at least 75 to 100 oil-heat promotion 
campaigns going in 19 East Coast and Midwest states 
by the end of the year. This would be two to three 
times the number of local campaigns in action last year. 


~ 


IN DETROIT 





They’re Offi—The automobile industry’s switch to 
smaller cars is on. Detroit’s market researchers see 
unmistakable signs that people buying current models 
are going for economy features. Things are happening 
fast: 


e Ford Motor Co. is coming out with a small Ford 
this fall (under $2,000, 100 hp, 109-in. wheelbase), 

@ Industry observers say General Motors and Chry- 
sler will follow fast. 

e@ Next year Ford’s Edsel will be more compact 
(116-in. wheelbase), There are signs the ailing Edsel 
will not stay in the medium-price field. 

e Chrysler is known to be working on a new type 
DeSoto and a smaller-wheelbase Dodge. 

e GM plans to market a small Chevrolet and, re- 
portedly, will scale down its Pontiac, Buick and Olds- 
mobile. 
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Petroleum Indicators 








NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
Feb. Jan. Feb. 
1959+ 1959 1958 





Gasoline 

(reguiar) 11.68 11.56 11.61 
Kerosine 11.89 11.66 10.97 
Distillate 10.36 10.11 9.46 
Residual 4.90 4.81 4.80 
4 principal 

products 946 932 9,21 
Lube oil 21.53 21.53 23.18 
Crude at well 
eiibccbieice ($ per bbl.) 2.95 2.98 3.09 


* Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 

t Through Feb. 20. 




















MONTHLY PETROLEUM STATISTICS 


Feb. 1959* Jan. 1959 Feb. 1958 

Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) ...... 197,711 215,930 
Kerosine (thous. bbl.) 20,873 17,202 
Distillate fuel oil (thous. bbl.) ~ 96,070 87,906 
Residual fuel oil (thous. bbl.) eee 57,575 55,095 
Crude oil—B. of M. (thous. bbl.) ie : 259,670 285,048 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,204 7,524 
Foreign crude included (thous. bbl. daily)... 988 909 
% of refinery capacity operated $3 . 85.3 81.8 


Refinery Output 
Gasoline (thous. bbl. daily) = 4,036 3,767 
Kerosine (thous. bbl. daily) 421 380 
Distillate fuel oil (thous. bbl. daily) CRE S vanes 2,115 1,721 
Residual fuel oil (thous. bbl. daliy) o 1,082 1,109 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 7,114 6,809 
Crude oil imports (thous. bbl. daily) 874 830 


* Through Feb. 13. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 


Exports of crude and refined products (thous. bbl.) . re 9,163 (Nov.) 
Average station gasoline price, ex tax (¢ per gal.) 20.95 (Feb.) 

Service station sales—all commodities ($-million) Poe as s.a% 1,369 (Dec.) 
Gasoline consumption (million gal.) ey 5,399 (Aug.) 
Service station permits (number) .... 660 (Sept.) 
Passenger cars—domestic shipments (thous.) 594 (Dec.) 
Trucks and buses—domestic shipments (thous.) - 83 (Dec.) 
Automotive replacement tire shipments (thous.) ...... an 4,711 (Dec.) 
Replacement battery shipments (thous.) ama 2,223 (Nov.) 
Oil burner shipments (thous.) mag Y 79 (Oct.) 
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Supply and Demand 





Record Gasoline Sales Coming 


But with inventories rising 
fast, oversupply seems sure 


"T OTAL GASOLINE REQUIREMENTS for 

the coming nine months of 1959 will average 

an estimated 4.2-million b/d, nearly 2.8% 

than for the last three quarters of 1958. 

The following factors will have a bearing on how 
this record gasoline demand will be met: 

@ Refiners almost certainly will operate at 
higher gasoline yield rates than ever before. The 
average yield likely will climb above 46% (based 
on crude runs) for all U. S. refining districts. (This 
would be about 52% based on crude plus blended 
gas liquids.) 

@ Requirements in the second quarter will be 
almost as large as in the third quarter, which used 
to be the peak gasoline season. 

e@ Refiners’ gasoline inventories at the end of 
January, while moderately less than a year ago, are 
building up faster this winter than they did last 
season. By early April they may reach 210-million 
bbl. for the U. S., more than is actually needed to 
balance supply and demand this summer. Imports 
will likely continue to augment gasoline supply. 
These imports were over 10-million bbl. in 1958. 

The current high yield rates for gasoline are 
generally in line with those of the past several years 
(see chart at right). The yield of gasoline from crude 
processed in U. S. refineries in 1958 was around 
44.7% (by U. S. Bureau of Mines data), compared 
with 43.8% in 1957. 

Last July refiners were producing an average of 
46.8% of gasoline from the crude oil run to their 
stills. In that month plants in the Oklahoma-Kansas- 
Missouri district recovered as gasoline 52.4% of 
crude run to stills; those in the Indiana-Illinois- 
Ohio-Kentucky district recovered 50.8%. 

The average yield rate for the U. S. has risen two 
percentage points since 1952. The higher rate of 
gasoline production is the result of refiners cutting 


U. S. Gasoline Stocks, by Refining Districts 
(1000 bbl.) 
Change 
Jan, 30 Jan. 31 59 Per Cent 
District 1959 1958 from ’58 Change 
East Coast 43,206 42,475 + 731 + 1.7% 
Gulf Coast 39,360 42,590 —3,230 — 7.6% 
Total Coastal 82,566 85,065 —2,499 — 2.9% 
Central Inland 40,967 43,105 —2,138 — 4.9% 
Okla.-Kans.-Mo, 20,358 19,299 +1,059 + 5.5% 
Rocky Mountain 6,546 7,300 — 754 —10.3% 
Other Inland 20,718 21,197 — 479 — 2.2% 
Total Inland 88,589 90,901 —2,312 — 2.4% 
U.S. Except 
West Coast 
West Coast 
Total U.S. 


171,155 175,966 —4,811 — 2.7% 
26,356 28,593 —2,237 — 7.8% 
197,511 204,559 -—7,048 — 3.4% 


HOW YIELDS ARE CHANGING 


% Yield from Crude Oil Processed 
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deeper into their heavy oil stocks. The rate of 
residual fuel oil output declined from 18.5% in 
1952 to less than 13% in 1958. 

Second quarter gasoline demand (domestic and 
export) is forecast by the Bureau of Mines at an 
average of 4,250,000 b/d, only 1.5% less than 
the 4,315,000 b/d average forecast for the 
third quarter. This follows gasoline demand’s 
tendency in past years to spread out through the 
year instead of coming to a pronounced peak in 
late summer. Reasons for this trend are the broader 
distribution of vacation periods, even into the win- 
ter months, and the growing steady consumption 
of motor fuel in trucking, buses and off-the-highway 
equipment. Refinery demand last June averaged 
4,222,000 b/d, only slightly less than July de- 
mand of 4.3-million bbl., the largest in any single 
month in 1958. 

The buildup in gasoline inventories at refineries 
this winter (from Nov. 1 through Jan. 30) has been 
29,035,000 bbl. for the U. S. over-all and 25,090,- 
000 for all of the U. S. except the West Coast. In 
the same period a year ago, respective increases 
were 23,150,000 bbl. and 20,712,000 bbl. Total 
U. S. stocks Jan. 30 were 197,511,000 bbl., 3.4% 
below the total of 204,559,000 bbl. on Jan. 31, 
1958. Excluding the West Coast, inventories were 
171,155,000 bbl. Jan. 30, 2.7% below the 175,- 
966,000 bbl. in refiners’ tanks Jan. 31, 1958 (see 
table at left). 

Since last Oct. 31, gasoline stocks in the East 
Coast district have increased by about 3.5-million 
bbl., and in the Gulf Coast district by about 6.6- 
million bbl. This totals about 10.1-million bbl. in 
the two districts. s 
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BUY THEM 
Most People Do 


EVERTITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK \9, WN. 
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It really rolls in 


for Sinclair Distributors! 


As soon as you acquire the Sinclair franchise, the 
entire Sinclair Organization is primed to help you 
get rolling — and keep rolling. 


You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 


To build extra fuel oil, industrial and farm gal- 
lonage, Sinclair puts a complete sales training 
package at your disposal. 


You’ll be tough on competition, too. The Sinclair 
brand is pre-sold by one of the most aggressive 
advertising and promotion campaigns in the oil 
business, 
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Right now, in Sinclair’s 36-state marketing terri- 
tory, there are ripe opportunities for alert, profit- 
minded businessmen. Why don’t you find out how 
you can share in Sinclair’s billion-dollar business? 


For the complete picture, write 


SINCLAIR 


Refining Company 


600 Fifth Avenue, New York 20, N. Y. 
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Cockeyed Refinery Yields 





HE SPECTER of imbalance is giving 
marketers a case of insomnia. 


Through the failure of some to adapt to 
quickly changing conditions, the industry is 
faced with a product imbalance that can be 
serious. Over-all refinery runs were increased 
to meet an unusually heavy heating oil demand 
created by the abnormally cold winter in 
many parts of the U.S. This caused a sudden 
buildup of gasoline stocks without any strong 
market in view. 


The imbalance emphasizes the need for 
more flexibility in refinery runs. 


Some refiners argue that it is cheaper to 
step up throughput to obtain a larger volume 
of one product than it is to try to adjust 
the yields. Yet the president of the nation’s 
seventh largest refining company, Sinclair’s 
Thomas B. Kimball, recently declared: “Ignor- 
ing the obvious economics of the situation, 


the industry is now repeating its old error.” 

It’s possible to maximize distillate yields 
and minimize gasoline yields, Mr. Kimball 
stated. He said a 5% shift in yield in favor of 
distillates would bring supply in better balance 
to meet heating oil demands. This, he said, 
“would make economic sense.” 

Showing that it is possible, Continental Oil 
tells of adjusting distillate yields at three re- 
fineries. At Ponca City, distillate yields were 
raised from 28.6% to 32%; at Lake Charles, 
from 38.9% to 39.8%; and at Denver, from 
19.8% to 21.2%. 

This being the 100th year of the petroleum 
industry, it might be a good time for some 
of the unknowing policy-makers to start learn- 
ing about the realities of economics and mar- 
keting. 

A special report on what marketers should 
know about refining starts on page 125. 


Get-As-You-Go Pricing 





i te- LATEST ROUND of wage increases 
points to a pricing problem that’s getting 
the industry over a barrel. 

As a rule, oil companies seldom ever adjust 
their prices each time they’re stuck with 
higher costs. Instead, they usually wait for 
costs to accrue and then raise prices a flat 
amount—a cent or a half-cent per gallon. 
Whenever they do, the increase is widely pub- 
licized, creating a popular impression that oil 
companies are gouging the public. 

If an adjustment were made each time the 
industry absorbs a new charge, there would be 
less effect on retail prices. For example, the 
wage and salary increase this year amounts to 
5% of going wage and salary rates. For re- 
finery workers, this means a median amount 
of about 13¢ per hour, or $5.20 per 40-hour 
week. Considering that almost everyone work- 
ing for oil companies will get a 5% increase, 
that’s going to be a fat addition to most pay- 
rolls. One major company put the tab at $6- 
million on the paycheck itself, plus another 
$3-million in benefits and incidental costs, or 
roughly $9-million. In short, the 5% is going 
to cut further into profit returns that have 
already been shrinking. 


Translating the 5% into product costs, you 
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have another viewpoint. It will add about 
0.125¢ to 0.2¢ per gallon, according to in- 
formed estimates. On a percentage basis, 
that’s between 1% and 2% of a tank wagon 
price. 

An adjustment of 1% or 2% would enable 
major companies and independent marketers 
to recover added costs to them without adding 
much to the price to consumers. Nothing com- 
pared to New York state’s 2¢ tax hike March 
1, which is about 12% of the wholesale price 
and almost 10% of the current retail price 
(ex taxes). 

Steel is expected to cost more this year. 
Expectations are that steelworkers’ wages will 
be increased and that steel companies will 
adjust their prices accordingly, passing the 
increase on to customers. The oil industry is 
a big customer. 

If they do as they have in the past, oil 
companies will wait until increases accumu- 
late before passing along a round amount. 
Two years ago public reaction against an ill- 
timed increase was so great that it was with- 
drawn. But the industry suffered a black eye. 

Wouldn’t it be easier if companies made 
small, gradual price adjustments as they went 
along? 





KUTNER 
BUICK LIKES 
CURTIS BEST 


“WE NOW HAVE 17 CURTIS LIFTS... 
WE WOULD HIGHLY RECOMMEND THEM 


TO ANYONE.” Jules Kutner, President 
Kutner Buick, Philadelphia, Pa. 


Philadelphia’s renowned auto dealer, Kutner Buick uses 
(exclusively) the CURTIS Single Post Frame-Engaging 
Lift. Kutner says they “‘handle any type of repair job in- 
cluding the removal and overhaul of automatic transmissions, 
rear ends, drive shafts, brake work. We very carefully 
examined all makes and felt Curtis equipment was superior 
... Started with 5 lifts . . . today we have 17.” 


LET “GIVE YOU A LIFT” 


OUR 105TH YEAR 


MANUFACTURING COMPANY - PNEUMATIC DIVISION 
Write Dept. 60, St. Louis 20, Missouri 


PACKAGED 
AND 


REMOTE AIR 
CONDITIONING 
EQUIPMENT 





AUTOMOTIVE jek AIR HOISTS 
AIR COMPRESSORS CAR WASHER AIR COMPRESSORS AIR CYLINDERS C-69 





92 (To obtain more data on advertised products see page 158) NATIONAL PETROLEUM NEWS * March, 1959 





National Petroleum News 
March, 1959 


Refinery Strikes 


Marketers as well as refiners 
feel effects of labor problems 


ARE OIL UNIONS GUILTY of seeking “feather- 
bedding” working conditions at the nation’s oil 
refineries? And does refinery management have 
the right to assign employes to do different types 
of work without being hamstrung by the unions? 

These were important questions in labor nego- 
tiations at several refineries late in January. Dis- 
putes over them brought strikes at Gulf Oil’s 
285,000-b/d Port Arthur, Tex., and Shell Oil’s 
175,000-b/d Wood River, Ill., plants. 

Meanwhile, virtually all companies (including 
Gulf and Shell) had offered 5% wage increases, 
and the unions in most cases had accepted. 

Besides the Gulf and Shell refineries, the job 
classification and assignment question proved a 
stumbling block in negotiations at other big 
plants like Esso Standard’s in Baton Rouge, 
Shell’s in Houston, Humble Oil’s in Baytown, and 
Texaco’s in Port Arthur. 

Climax—The whole question was brought to a 
head at Port Arthur, when Oil, Chemical & Atomic 
Workers called a strike on Jan. 28 rather than 
accept a clause Gulf wanted to put into a new 
contract. The provision would have given Gulf’s 
refinery management some leeway in assigning 
job duties, and in changing job classifications. 

OCAW said Gulf was attempting to “break 
down the crafts.” It expressed fear that skilled 
craftsmen would be put to work doing common 
labor, should the proposal be accepted. 

Gulf, in a five-page public statement after the 
strike was called, said it had no intention of 
breaking down or merging crafts. The company 
claimed, however, that its refinery lost money in 
1958 because of union “featherbedding.” Gulf 
said it needed the provision in order to operate 
its plant more efficiently and profitably. 

OCAW replied that if it was guilty of “feather- 
bedding,” Gulf should press charges, since that’s 
a violation of the Taft-Hartley Law. 

Gulfs refinery management undoubtedly took 
into account the possibility of a long and costly 
strike in standing its ground to seek improvement 
in its work contract. When a company tries to 
test a premise that lies at the heart of unionism, 
a strike can last several months. 

The Upshot—Marketers will feel the effects of 
the Port Arthur strike. If refinery operating costs 
can be cut by contracts that allow more economic 
use of the work force, then products prices 
should reflect this. Otherwise, a prolonged strike 
simply tightens the supply picture. 
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Hotelman Hilton watches as Mobilman christens new card 


Credit Card Break 


HILTON CREDIT CORP. wins the race to sign 
the first major oil company for a universal credit 
card system. Beginning in April, 32,000 Socony 
Mobil, General Petroleum and Magnolia stations 
in 43 states will honor Hilton credit cards. 

The Hilton card is given free to 1-million cus- 
tomers of the hotel chain. This summer, Hilton will 
issue its “Carte Blanche,” a $6 fee card, to com- 
pete with Diners’ Club and American Express. 
When the new system gets underway, the Carte 
Blanche will be good at Mobil stations. The free 
hotel card will then be limited to Hilton estab- 
lishments and shops inside them. 

The deal fulfills the prediction (NPN—Dec. ’58, 
p90) that universal cards would make headway in 
oil marketing. But the suddenness of the Mobil 
announcement caught marketers off balance. 

Most observers expected Diners’ or Amex to be 
first to crack major stations. Diners’ already had 
two independents under contract—Wilshire Oil 
on the West Coast and Frontier Refining. 

Hilton had been pushing a “prestige” image for 
Carte Blanche. By signing Mobil, Hilton moved in 
one jump from “class” to “mass.” 

Mobil will bear the commission charge—esti- 
mated at between 2% and 4%. Dealers get the 
extra business free. Hilton’s card fits Mobil im- 
printers; no changeover is necessary. Mobil’s 2- 
million cards will continue in use. 

Why Mobil signed with Hilton puzzles many 
marketers. One inside story is that Hilton had still 
another major on the string. Mobil moved fast to 
get in on the ground floor. (Continued) 
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The deal could set up a chain reaction. Some 
majors may follow Mobil for competitive reasons. 
Others may go along if and when Mobil’s cost 
figures show that universal credit cards are an 
economic asset. 

Amex refuses to comment on the Hilton-Mobil 
contract. Diners’ vice president Matthew Sim- 
mons says the news might accelerate his own 
negotiations with majors, but warns “each pro- 
posal will have to be judged on its own merits.” 


Eye-opening sign at Houston station registers a... 


New Low in Specials 


FOR A FEW BRIEF HOURS last January, Hous- 
ton motorists could buy regular-grade gasoline 
made by a major refiner and sold by a private- 
brand jobber at 11.9¢ gal including 8¢ state 
and federal taxes. It was one of the lowest “spe- 
cials” in post-World War II price-cutting history. 

The net price of 3.9¢ was posted for four to six 
hours at seven stations owned by K. C. Oil Co. 
When it was removed, a three-weeks-old Houston 
price war ended. 

W. S. Satterfield, of K. C. Oil, felt his drastic 
action helped bring a swift end to the war that 
was “slowly strangling me to death.” Others said 
it was beginning to end, anyway, about the time 
Satterfield posted his low price. 

During the short period of the low-price post- 
ings, K. C. Oil’s stations sold about 10,000 gal. 
of regular. Premium sales (with premium prices 
remaining at “normal”) were practically nil. Most 
of the increase was at two center-of-Houston sta- 
tions, which quadrupled their normal volume. At 
one, police had to help control traffic. 

Satterfield, meanwhile, has moved on to newer 
fields. Shortly after the price fireworks, he sold his 
interest in K. C. Oil to Gus Cezeaux, a partner. 


Another Pricing Plan 


Is Esso’s “market value” peg 
a market-stabilizing move? 


ESSO STANDARD OIL CO. is dropping dealer 
and consumer tank wagon pricing in Chattanooga, 
Tenn. In their place, Esso is setting up a “market 
value” retail price, and discounting dealer and 
consumer prices from that. 

First regular grade posting under the new plan 
is 19.9¢. Previous tank wagon price for regular 
was 14.9¢. The dealer allowance is presumably 
5.0¢ per gal. 

This is Esso’s first attempt to steady a jumpy 
market by chucking the tank wagon approach, 
but it’s not the first time a suggested fair retail 
value has been used to peg prices. Conoco’s Okla- 
homa experiment (NPN—Mar. ’58, p105) is 
based on the same idea. Phillips, Standard of 
Indiana and Atlantic have also tried similar plans. 

Conoco posts a “fair retail value” price and 
discounts 25% to dealers, 40% to jobbers. In 
price wars, both dealers and jobbers are guar- 
anteed a minimum margin. Conoco is well pleased 
with results so far. Reportedly, the company will 
extend the plan to other shaky-price areas. 

The Phillips plan calls for the company and 
dealers to share, on a percentage basis, gains or 
losses from a fair market retail price. Phillips 
originally applied its sliding scale margin both 
to jobbers and dealers, but abandoned jobber 
participation in January 1958. 

Esso’s “market value” is limited so far to the 
Chattanooga market. Observers think the com- 
pany will give the new system a fair chance to 
prove out in Tennessee, and if it works, extend 
it to other East Coast markets. 


Jobber research in oil heat: Heating oil dis- 
tributors are bankrolling their own crash research 
program, Operation Oil Heat Associates. Object: 
to develop (1) a new oil burner to replace gas 
units in gas furnaces; (2) a better oil-fired water 
heater; (3) both units for approved use in “B” 
(gas) vents at prices competitive with gas equip- 
ment. Research will be coordinated with the re- 
search work of American Petroleum Institute’s 
fuel oil committee. 

Behind OOHA are Bill Kenny of Meenan Oil 
Co., John and Tom Scott of Buckley & Scott, 
Bill Briggs of Valley Oil Co., Lorne Webster of 
Canadian Import Co., and Gordon McMehen of 
Liquifuels Ltd. They’ve put up more than $100,000 
to get OOHA in business, feel they need $300,000 
to keep OOHA going for three years. They hope 
to interest majors, independent suppliers and other 
jobbers in the program. 

OOHA has named Calvin MacCracken of Jet 
Heet as manager of research. 
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“What would you gentlemen think about an amputation?” 


How Congress Looks at Oil Now 


It's going slow on marketing issues this session. Except for S-11, the 
emphasis is on investigations. But more legislation could come in 1960 


N THE THIRD MONTH of its current session, 

Congress has begun to make clear its plans for 

oil marketing in 1959. Investigation—not legisla- 
tion—is the keynote. 

The first session of the 86th Congress is mainly 
airing problems and talking about possible solu- 
tions—with an eye toward 1960 for enactment of 
legislation. 

The strong Democratic majorities in the House 
and Senate have not shifted Congress abruptly to 
left-of-center. Rather, the Democrats seem content 
to move slowly, especially in the controversial area 
of oil marketing. 

But there are plans afoot. Here’s how they look 
now on five major oil issues: 


Commercial Accounts 

Rep. Wright Patman (D., Tex.), again chairman 
of the House small business committee, wants to 
prod the Federal Trade Commission into action on 
this problem. Patman has told the FTC he believes 
some commercial account pricing practices of ma- 
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jor suppliers probably violate anti-trust statutes. 
FTC reluctantly agreed to investigate the matter. 
(About the same time, FTC rejected a similar re- 
quest by National Oil Marketers Assn.) 

The outlook is for possible hearings in the House, 
but little chance for legislation this year. 

A bill that could affect the commercial accounts 
problem has been introduced in the House. Rep. 
Alvin Bentley (R., Mich.) is sponsoring HR-2729, 
which would forbid a company from delivering 
products to its own retailers at a lower price than 
it gives other retailers. 


S-11 

This bill, introduced by Sen. Estes Kefauver (D., 
Tenn.), has a fair chance of passage this year. But 
the road is rocky and uphill. The bill would set 
aside the U. S. Supreme Court’s decision that “good 
faith” can be a sole defense against a charge of 
price discrimination. 

Kefauver hoped to avoid further hearings on 
S-11 this year. The bill and its counterpart HR-11, 
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Hearings only 

Fair chance of passage 
Hearings; bill unlikely 
Hearings; chance of passage nil 
Hearings now; legislation later 
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sponsored by Rep. Patman, have been argued ex- 
tensively before committees and subcommittees in 
both houses of Congress. 

But Kefauver has been balked in his plan to get 
his bill cleared quickly by the antitrust subcom- 
mittee. Committee members have insisted that the 
bill is so controversial that a public hearing be 
held, and one will be. The date is March 17. 

Kefauver is allowing the hearings because he’s 
confident of victory, and wants to avoid charges 
of ramming the bill through. Insiders say he also 
hopes to avoid lengthy hearings before the parent 
judiciary committee by covering the ground quickly 
with his own subcommittee. 

He may face stiff opposition in both units. Senate 
majority leader Everett Dirksen (R., Ill.) will be on 
hand to fight the bill. But even so, Kefauver prob- 
ably has sufficient votes to clear the bill at the 
subcommittee level. Then it'll be up to the full 
judiciary committee to decide S-11’s fate. In the 
past, Kefauver has been successfully blocked by 
Dirksen, other Republicans, and conservative Dem- 
ocrats on this powerful committee. 

Unless S-11 backers can muster enough strength 
to ram the bill through the full committee, its 
chances for enactment this year are nil. But if the 
bill reaches the Senate floor in essentially its initial 
form, S-11 will be hard to stop. 

In the House, Patman’s HR-11 probably will 
await Senate action. 


Divorcement 

Both chairman Patman of the House small busi- 
ness committee and Rep. James Roosevelt (D., 
Calif.), chairman of the subcommittee on distribu- 
tion practices, have agreed that distribution prob- 
lems in the oil industry should be investigated this 
year. 

Although various facets of distribution probably 
will be studied, divorcement is expected to arouse 
the most interest. 

Roosevelt has indicated he wants to study di- 
vorcement generally, looking at its possible effect 
in several industries other than petroleum. 

Chances of divorcement legislation in this session 
of Congress are slim. No bill has been introduced, 
although the hearings may be used as a springboard 
for legislation in 1960 or later. 

The House small business committee, however, 
is a select committee—not empowered to act on 


legislative proposals. The group can only recom- 
mend enactment of certain legislation. In the case 
of divorcement, any recommendations by the Pat- 
man-Roosevelt forces probably would be referred 
to the House judiciary committee, headed by Rep. 
Emanuel Celler (D., N. Y.). Celler could be ex- 
pected to move slowly on any proposition that 
might drastically upset the established economics 
of marketing. He has feuded with Patman in the 
past over HR-11 and probably would look askance 
at any severe antitrust proposal. 


Fair Trade 
Again, a number of bills have been introduced 
to create a federal fair trade law. Plans for mean- 
ingful hearings are still fuzzy, however, and there’s 
not much enthusiasm for fair trade legislation. 
Hearings on the issue are still expected, but no 
bill will be passed. 


Depletion 

The oil and gas percentage depletion is under 
growing pressure in Congress. 

Leader of the Senate anti-depletion bloc is Sen. 
William Proxmire (D., Wis.). Late in the last ses- 
sion of Congress, Proxmire sought to attach a de- 
pletion-cutting rider to a tax bill. His proposal 
would have reduced depletion on a graduated basis 
from 27.5% to 15%. Proximire got 31 votes for 
his amendment plus the backing of several absentee 
senators. 

A batch of bills to cut depletion—some gradually 
and some sharply—have been introduced in both 
houses this year. Most would make 15% the new 
level. But none of these bills is expected to get 
committee approval. 

The Senate finance committee’s membership 
still includes enough votes to maintain depletion at 
the current 27.5% level. Sen. Robert Kerr (D., 
Okla.), second-ranking Democrat on the finance 
body, is dedicated to oppose any depletion cut. 


In the House, chairman Wilbur Mills (D., Ark.) 
of the House ways and means committee plans 
extensive hearings this year to look for ways to 
broaden the tax base. Considerable discussion of 
depletion can be expected, but Mills has already 
indicated he intends no major tax legislation this 
year. What Mills’ hearings will do is set the stage 
for 1960—the year most oilmen see as crucial for 
depletion. 

The immediate danger to depletion this year will 
come in the Senate, where Proxmire is expected 
again to attempt a floor maneuver to cut the per- 
centage. The anti-depletion forces in the Senate 
believe they have picked up additional support 
since last year, and are claiming 40 to 45 votes. 

As last year, Proxmire is expected to offer his 
depletion-cutting proposal as an amendment to 
some minor tax bill that has already cleared com- 
mittee. But most observers think Proxmire still 
lacks the strength necessary. * 
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NEW D-X SIGN aims at greater warmth, legibility . . . it emerged from a mass of alternative designs 


What Makes a New Face? 


A SHARPER brand mark is going up at 8,500 
D-X Sunray stations in 17 states. 

Behind the new ID sign are years of research 
and a desire on the part of vigorous D-X (13% 
increase in Boron premium gasoline sales in 1958) 
to keep growing faster than the competition. 

Before the company is through with its redesign 
program, say experts, the bill may run into eight 
figures. D-X won’t talk about price, but it admits 
that coming up with a new brand mark isn’t 
cheap. Here’s what runs the cost up: 

e Hiring a top industrial design firm, Lippincott 
& Margulies, to do the job. 

e Changing letterheads, truck paint schemes, 
product packaging, railroad tankcars, in addition 
to station signs. 

e Switching stations from a 25-year-old color 
scheme—red, cream and black—to red, white and 
blue. 

e Changing the corporate symbols of the parent 
Sunray Midcontinent Oil Co. and the affiliated 
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Midcontinent Pipe Line Co., both of which use 
the D-X diamond. 

In addition to visible costs, D-X will be on trial 
in the court of consumer opinion for the next 
several months. Confidently, R. W. McDowell, 
D-X president, says, “We believe we'll get our 
money back . . . and more.” 

Introduction of the new ID sign coincides with 
D-X’s recent acquisition of Tidewater’s marketing 
properties in the Midwest. (NPN—Jan., p. 75.) 
The Tidewater stations will be one of the first 
targets of the conversion program. 

There’s a bit of the old and new in the revised 
sign. The familiar diamond remains, although it’s 
been fattened. Design of the letters was altered; 
color went from black to blue. Red stays, in the 
two diamonds above and below the letters. Cream 
gives way to white as a background. The hyphen 
is gone from the ID sign, but stays as a trademark. 

Various combinations were tried (see picture 
above) before the new sign was adopted. Conver- 
sion will be completed by the end of 1959, . 





1 BP maintenance team ends three-hour ski trek to ‘rescue’ snowbound station high in Swiss Alps 


Winter Came Early in the Alps 
a= oN 
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2 Islands are cleared for five-hour dismantling job 


3 Pumps are readied for removal. Tourist hotel, 
shuttered for winter, stands in background 








4. Pump shells are hauled to store on sledges 


~ er 


bd 5 Heavy lighting poles would buckle from the 
This Year pressure of the snow if left out all winter 


ERVICE STATIONS rarely “hibernate” in the 

winter months, but they do in the Swiss 
Alps. The BP Service Station Steingletscher, 
for example, stands 6,110 feet above sea level 
in the Susten Pass. It does a brisk tourist 
business in the summer—but has to be packed 
away in the winter to avoid destruction by 
avalanches. 

This year winter same sooner than expected, 
and so much snow fell on the Susten Pass 
that it became impassable for vehicles. But 
an indomitable BP maintenance team saved 
the day by setting out on skis to save the 
station from the ravages of winter. After a 
three-hour journey, the team reached the 
service station site——-now deserted, but a 
summer parking place for cars from all parts 
of the world. Five hours later the island 
equipment had been dismantled and stored, as 
shown on these pages, and the BP Service 
Station Steingletscher was safely in hiberna- 
tion for the winter. 

The station will be back in business next 
June for the short but busy tourist season. 


6 Last lighting pole is placed in store. It ©.” 
won’t come out for another eight months — 
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PHILLIPS’ SHOW AIMS AT DEALERS 


wy . eal 
SWITCH: Top executives Keeler, Adams and Learned 
take a last-minute order from the show’s director 


COMIC RELIEF: TV funnyman Jonathan Winters flew 
in from New York for yaks between hard-sell spots 





ON CAMERA: Technicians cue in W. W. Keeler, exec- 
utive VP, for his talk with an unseen audience 





AUDIENCE: Houston dealers await telecast in Sham- 
rock-Hilton Hotel, one of 37 reception centers 








Closed Circuit TV Broadcasts 


Here's how two marketing companies — Phillips and Texaco — use the 


vacuum tube to kick off their sales campaigns 


“BUSINESS MEN ARE the biggest hams in the 
world,” says an actor who has appeared in a 
dozen “industrial” shows. “They just love to show 
off.” 

The flair for the dramatic is being put to good 
use by oil men these days. “Live” shows for sales 
forces usually feature marketing personnel as top 
bananas, even though the headliners may be from 
Broadway. 


The trend is even more pronounced in closed- 
circuit TV shows. These are usually aimed at 
dealers and sales people. The principa! “actors” 
are company executives. The performance 
is strictly business. 

Two good examples are recent closed circuit 
broadcasts by Phillips Petroleum Co. and The 
Texas Co. 


Biggest Ever—The Phillips show originated in 
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TEXACO FIRES UP ITS SALESMEN 


See 


COSMETICS: Executives squirmed, but Nelson Case, 
telecast announcer, is an old hand at makeup table 





ENTHUSIASM: New York Division salesmen and distributors spill out of ballroom of Roosevelt after 
telecast. They promised Texaco the best sales year in its history. 


QUIET CORNER: T. C. Twyman, world-wide sales 
head, has a desk-top chat with his entire sales force 








Get the Sales Message Across 


Bartlesville, Okla., headquarters city for the com- 
pany. It was billed as the “largest closed circuit 
telecast ever held in the petroleum industry,” and 
the biggest meeting in the history of Phillips 66. 

The show was beamed to more than 20,000 
dealers and salesmen in 37 cities from Spokane, 
Wash., to Miami, Fla. 

Top company executives faced the cameras. K. 
S. Adams, board chairman, got first billing. He was 
supported by Paul Endacott, president and “master 
of ceremonies,” and Stanley Learned, chairman of 
the executive committee. Also on hand was William 
I. Spencer, vice president of New York’s First Na- 
tional City Bank. For comic relief between sales 
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pitches, Phillips flew in burly TV and night club 
star Jonathan Winters. 

Phillips’ theme was “The Best Year of Our 
Lives.” That, of course, is 1959, when the company 
looks for expansion in all areas of petroleum mar- 
keting. Purpose of the telecast: to make sure dealers 
and sales reps work to make the title come true— 
for Phillips and themselves. 

Down-to-Earth—Texaco’s telecast, originating 
in New York, was aimed at a more restricted audi- 
ence: sales personnel and distributors. The show 
was piped to meetings in hotels in 15 cities across 
the country. 

Texaco’s cast was headed by T. C. Twyman, 
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senior vice president for world-wide sales, and S. C. 
Bartlett, domestic sales VP. 


The hour-long telecast was, in Texaco’s words, 
a “shirtsleeve session” devoted to merchandising, 
advertising and sales promotion plans for 1959. 


One high spot of the day: announcement that 
Texaco once again would sponsor a TV spectacular, 
“Swing into Spring.” Led by Benny Goodman, 
the show will star jazz greats Lionel Hampton and 
Ella Fitzgerald. 


As a spring changeover premium, Texaco sta- 
tions will offer a new Goodman swing album. Bill- 
boards and magazines will back the campaign. 
Similar promotions are set for summer and fall. 


Audiences on the receiving end of the telecast 
made the most of the occasion. In New York’s 
Roosevelt Hotel, for instance, a capacity crowd 
of sales personnel—some from headquarters—and 
metropolitan area distributors began their sales 
meeting at 10 a.m. Business continued through 
lunch and culminated in the telecast from 3 p.m. 
to 4 p.m. 

Reflecting the temper of marketers this year, 
both Phillips and Texaco hit hard on the need for 
more emphasis in lube sales. Texaco unveiled plans 
to push harder into the $600-million industrial lube 
market, pointing out that jobbers have a place here 
as well as suppliers. 

Production of both shows was handled by Tele- 
PrompTer, a firm specializing in industrial closed 
circuit TV shows. If the enthusiastic reaction among 
audiences of these two telecasts is any measure, 
TelePrompTer may find more business coming its 
way. e 


Right in Your Own Front Yard 


Gas heat needs no home storage, say utilities, but 
this picture shows otherwise. While prospective 
customers wait for natural gas supply to material- 
ize, a Chicago utility sets up these tanks on a 
“temporary” basis, reportedly as long as two years. 
Tanks like the one above can be seen along the 
entire length of Route 42 and its sidestreets in 
exclusive Chicago North Shore communities. 


> In case you missed it... 


Phillips Petroleum Co. president Paul Endacott 
predicts that if present trends continue, both gross 
and net income in 1959 will be the highest in 
his company’s history. 


Tidewater Oil has bought the assets of C. J. 
Styger Oil Co., Sussex, N.J. Styger, 30-year Tide- 
water distributor, had 60 service stations, a termi- 
nal and about 120 consumer and farm accounts. 


Economists were more influential in top man- 
agement decisions last year than ever before, says 
a Socony Mobil Oil Co. survey of 309 corporations. 


Kerr-McGee Oil Industries has opened two 
Deep Rock stations in Des Moines, Iowa. The 
Deep Rock flag has long flown in Iowa, but hasn’t 
been seen in Des Moines for 15 years. 


Gulf Oil Co. is offering fuel oil jobberships to 
“carefully selected” Gulf gasoline commission 
agents in Georgia, Florida and the Carolinas. 


Cities Service, which trimmed gasoline yields at 
its refineries in January, is trimming them further. 
Distillate production has been increased 6.5%, 
with corresponding decrease in gasoline yield. 


Attorney General Rogers has asked the House 
and Senate to beef up the antitrust laws. 


Sinclair Oil Co. has signed up General Oil Co., 
with 56 gasoline outlets in greater Cleveland. 
General Oil had been a Pure Oil Co. distributor. 


mA bill in the Texas legislature calls for fines 
from $200 to $1,000 to users of expired or re- 
voked oil company credit cards. 


Pennsylvania majors are stiffening enforcement 
of fair trade laws in the state by taking court 
actions against dealers selling below minimums. 


Hess Trading & Transport, Inc., has bought an 
interest in the Meadville Corp. Hess has a new 
45,000-b/d refinery in Sewaren, N.J. Meadville 
operates about 225 stations in the East, Ohio and 
Michigan under the Saveway, Merit and Giant 
brands. 


The Treasury Dept. has suggested a new method 
of taxing co-ops, limiting tax-free retention of 
income to three years. Co-ops would be allowed 
to deduct amounts paid to the patron during the 
taxable year if paid in cash or in the form of 
“qualified” patronage certificates. 


The Department of Justice is investigating ma- 
jor oil company pricing practices in Denver, as 
predicted by NPN last month (page 84). 


Sun Oil Co. vice president Willard Wright says 
Sun’s custom blending pump has resulted in in- 
creased sales—at a rate about twice the industry’s 
—and is attracting new customers. 
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“FILL "ER UP” 


THE BRIGHTER SIDE... 


As an independent marketer, you give super service to 
drivers whose horsepower can vary from 360 to 1. And 
from Ashland Oil & Refining Company you get super 
service of a special kind. As the nation’s largest 
independent supplier of petroleum products, Ashland 
Oil understands and respects your independence. 
Here are a few of the benefits you get from a working 
agreement with us: 
e You get to do your job without interference. 
e You get effective merchandising plans and selling tools. 
e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you... 
write, wire or call us today! 


The Independent Supplier ft Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 

CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202 S. Third Street-—NASHVILLE, TENN., 5E. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 











(To obtain more data on advertised products see page 158) 


Brief But Significant 


Where tax funds really go . . . Fina expanding . . . GM readies experimental gas 


turbine ... Trailer rental line swells ... ‘Reliance’ brand scrapped 


» The federal government collected 
$3.6-billion in fiscal 1958 from taxes 
on motor vehicle ownership and use, 
but 42¢ of every dollar was channeled 
to the general treasury. Diversion of 
federal and state taxes combined runs 
nearly $2-billion a year, according to 
API’s Committee on Public Affairs. 


SIGNIFICANCE: Arguments that higher 
gasoline taxes are needed to provide 
better roads don’t make sense while 
so much of the highway user’s dollar 
is being bled off for other purposes. 


> Midwest Petroleum Co., big St. 
Louis oil jobber, has signed with 
American Petrofina. The agreement 
covers 78 stations, a number of com- 
mercial and consumer accounts, and 
24 heating oil sub-distributors. Mid- 
west was formerly with Tidewater, 
which sold its central operations to 
D-X Sunray. 


SIGNIFICANCE: This is Fina’s first en- 
try into the St. Louis area. Officials 
make it clear they intend to expand 
more there, building stations and a 
river terminal. 


> General Motors has released tool- 
ing for production of several proto- 
type gas turbine engines for “evalua- 
tion” use by military and heavy duty 
commercial and marine users. GM 
spokesmen indicate these engines 
could be competitive with recipro- 
cating types. 


SIGNIFICANCE: Coupled with Chrys- 
ler’s recent optimistic report on tur- 
bine progress, GM’s move implies that 
turbines may not be so far in the 
future as many think. 


® Arkansas jobbers and suppliers 
started another dealer training school 
in Fayetteville last month. 


SIGNIFICANCE: Arkansas marketers 
started these courses in 1957, have 
found them successful enough to take 
them to smaller towns now. 


® Lake Charles, La., marketers have 
succeeded in getting a local ordinance 
banning price signs. 


SIGNIFICANCE: Marketers in some 
areas have been trying to outlaw 
“boxcar” signs, believing this would 
help curtail price wars. 
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Company 

Standard (Kentucky) 
Continental 
Standard (Ohio) 
Atlantic 

Standard (California) 
Phillips 


Standard (Indiana) 


Standard (Jersey) ................ 


Imperial 
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Net Profits in 1958 for 13 Majors 


HERE’S A PARTIAL REPORT on what was generally a bleak year 
for oil. Year-end figures indicate the fourth quarter helped many com- 
panies improve their profit pictures somewhat, but declines from 
1957 were still substantial, averaging around 20%. The remainder 
of available annual reports will be published next month. 


(figures in thousands of dollars) 
Net Earnings 


% Change from 1957 


+113 
+ 17 
+ 05 
— 62 
—10.4 
—125 
—13.8 
—22.3 
—225 
—29.9 
—29.9 
Hs 
—92.6 








> A national trailer rental company 
is reportedly experimenting with auto, 
gardening and household tools, and 
other rent-out equipment. 


SIGNIFICANCE: Some station dealers 
have found trailer rentals a good side- 
line, and would likely grab the chance 
to rent other items if their inventory 
investments could be kept small. 


> API's brochure on “The Place of 

the Service Station in the Commu- 

nity” is getting a good reception. 

Lawyers have been asking for copies 

to help put over the case for clients 

seeking station permits. 
SIGNIFICANCE: API marketing division 
distributed 75,000 copies last summer 
to oil companies and public officials, 
and apparently they’re on target. API 
has about 30,000 left, available at 
cost (19¢ each). 


> Ford Motor Co. is making avail- 
able to fleet owners only a dispersant- 
type engine oil additive said to de- 
crease or eliminate crankcase sludging 
in stop-and-go automotive operation. 
Price: $155 per 30-gal. drum. 


SIGNIFICANCE: Ford says much sludg- 
ing comes from cheap or low-grade 
oil, recommends use of the additive in 
1-to-10 ratio in the crankcase. 


> Supertest signs went up last month 
on some 500 Reliance stations in 
Canada. This came about through an 
agreement between the two Canadian 
independents, Supertest Petroleum 
Corp. and Reliance Petroleum, Ltd., 
both of London, Ont. 


SIGNIFICANCE: This is the first reduc- 
tion in the number of brands in east- 
ern Canada in some time, Up to now 
the number of companies has been 
growing. 


> Esso Education Foundation is giv- 
ing $528,630 in 1958-59 to 64 pri- 
vately supported colleges and univer- 
sities to stimulate science teaching. 


SIGNIFICANCE: While the grants are 
made at all educational levels, from 
elementary to graduate, the emphasis 
this academic year is on elementary 
and secondary schools. 


> Maine heating oil jobbers plan to 
ask the state to exempt them from 
state weight limits on 10-wheel tan- 
dem-axle trucks with cab-over-engines. 


SIGNIFICANCE: Maine jobbers find they 
are being penalized about 900 gal. 
carrying capacity under the present 
law because of the shorter wheelbase 
of cab-over-engine trucks. 
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NUMBER ONE in a series of highlights from the brand new “Gasoline Last Word” study’ 


BEFORE BUYING ON THE 
DAY THEY BUY GAS...48% 


MORE MOTORISTS 
ARE EXPOSED TO 
RADIO THAN TO ANY 
OTHER AD MEDIUM! 


WANT MORE FACTS? Simply fill out the coupon to get a copy of the full study. 


GASOLINE LAST WORD STUDY 
PLEASE SEND ME A COPY OF THIS STUDY.(I am a gasoline marketing executive.) 


DOI il cain occecksendscscoonisttevesctnnsstepritosdlepeicciiel aioasonatclodiaaenditctasasitan picconden | Se eRe 


21) ) Seen SR See pO tiers To RCO, ME Se oe eR Ft 4 a ee ae Rn cl ne EAPRES 


1 Mail this coupon to: Research Department, Radio Advertising Bureau, Inc., 460 Park Avenue, New York 20, N.Y. 


-— meee eee mmm me 


*Conducted by R. H. Bruskin Associates in four major markets for Radio Advertising Bureau, Inc. 
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TOKHEIM’s pre-set meters control flow, 
measure accurately, record transaction! 


Drivers depend on Tokheim Meters to shoulder 
a healthy share of the work on every fuel delivery. 
After driver sets gallonage, Tokheim’s Pre-set 
Control takes over! Lets product flow up to 
40 g.p.m. until three seconds before completion. 
Then, smoothly, automatically reduces flow to 11 
g-p-m. Gently cushions automatic stop — elimi- 
nates shock and strain. Gallonage is accurately 
measured at any rate of delivery. Recorded and 
receipted, too, by Ticket Printer (optional). 


There sno substitute for TOKHEIM QUALITY! 


Tokheim’s own new meters are precision in- 
struments. All vital working parts are rugged 
stainless steel or other noncorrosive materials. 
Will measure any of today’s fuels, day in and 
day out, without a maintenance problem. Air 
separator and strainer are reversible. Ideal for 
either single or dual installations—for tank 
trucks, bulk plants, airports or industry. Ask 
your Tokheim representative about improved 
Model 635 Meters today. 


General Products Division 


TOKHEIM CORPORATION 


OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 

WABASH AVENUE FORT WAYNE, INDIANA 
Gasoline Pumps 
and Accessories Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 


GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ont. 
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How's the Heating Oil Season? 


Cold snaps in many parts of the 
country could help make this year 
the best since 1956-57 


Me? HEATING Oil jobbers and major-company 

heating oil marketers have no complaints 
about the heating season so far. Some have no- 
thing but praise. 

The degree-day table at right shows why. 

The current heating season is colder so far than 
last year’s warmer-than-normal season. In many 
sections, degree days are also ahead of normal. It 
could be the best heating season since 1956-1957, 
many oil men say. 

Although the heating season got off to a delayed 
start (degree-days in October for the country as a 
whole were 12.6% below last year and 6.3% 
below normal) December’s cold and windy weather 
proved to be just what the doctor ordered. 

Countrywide, December ended up with 38.1% 
more degree days than last year and 15.3% more 
than normal. In many areas, it was the coldest 
December in a long time. Boston had to go back 
to 1917 to equal it. 

January started out sluggishly but picked up 
steam. By the end of the month, degree days for the 
U. S. as a whole were 5.3% ahead of last year 
and 3.9% ahead of normal. 

Oil men say that while degree days for the rest 
of the heating season may tend to level out, they 
could wind up better than last year. Most oil 
men expect—and hope—that degree-day totals 
will come near, even surpass, normal for the entire 
season. 


Temperature Isn't the Whole Story 


Cold weather isn’t enough for heating oil job- 
bers, although they don’t object as their degree- 
day clocks keep ticking loud and fast. They also 
want clear, open weather. 


The more snow or ice on the roads, the slower 
are deliveries, the bigger are overtime payments to 
drivers, and the more are maintenance and repairs 
on heating oil trucks. 


On balance, you can fit heating oil jobbers into 
three groups: 

@ Very Happy—You'll find most of the eastern 
Great Lakes and Midwestern heating oil jobbers 
in this group. 


They are, as the table shows, running well 
ahead of last year on degree days, and they’ve 
had little or no snow or ice to worry about. Their 
deliverigs are going out on schedule. Driver over- 
time seu well under control; in some cases it’s 


about the same as last year; in some it’s below. 
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Clear, open roads have kept trucks rolling 
without more than normal down time. 

In many cases they’re speeding up deliveries 
through larger capacity trucks, faster pumping 
speeds, new tight-fill connections. And a few have 
laid up one or more trucks even though they’re 
delivering more oil. 

e@ Satisfied—Include many upper New York 
State jobbers in this group. While they are ahead 
of last year on degree days, they’ve had to hustle 
to get the oil out. 

They’ve been hit by snow, plenty of it. Up- 
wards of one to three feet, with drifts as high as 
10 to 12 feet deep. Most of them report that 
overtime is running ahead of normal as trucks 
and drivers take longer to deliver oil. A few jobbers 
have had to add drivers for semi-trailer transports 
to haul oil to outlying bulk plants to meet increased 
demand. 

And they’ve had more than their normal share 
of truck breakdowns. “Drive shafts tend to snap 
more in rough going over snowy and icy roads, 
and pumps are inclined to freeze up more in 
extreme cold weather,” say several jobbers. 

@ Unhappy: Most in this group are located in 
the Pacific Northwest: they haven’t had any winter 
to speak of. 

As things stand now, they face the third mild 
winter in a row. Last year was their roughest, 
with degree days way below normal and gallonage 
down as much as 35%. 


There’s been some improvement so far this 
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(Begins on page 107) 
winter, with sales up about 10% over last winter. 
But it’s still warmer than normal by a wide margin. 
With gallonage below what they expected, job- 
bers in this area have held their crews down to 
skeleton forces, preferring to add drivers and 
burner men if and when the season gets colder. Last 
year many jobbers kept full crews on their pay- 
rolls in the hope that a heating season of some 
size would develop. But that didn’t happen. 


Service Problems? 


Service calls, over-all, haven’t been too numer- 
ous, jobbers say, despite the fact that burners 
are working longer and harder to keep houses 
warm in most of the country. 

Of course, we’ve heard more complaints that 
accounts can’t seem to keep their houses warm,” 
says one jobber. “But with the high winds we’ve 
been having, they expect to keep the house at 
70 deg. by keeping the thermostat set at 70. So 
we suggest to them that it might be a good idea 
to move the thermostat ahead a few degrees. And 
they call back that the suggestion works.” 

Outside storage tanks in colder parts of the 
country have caused more than the usual number 
of service calls. Exposed lines from these tanks 
tend to clog up or freeze, depending on what’s in 
the bottom of the tank. 

“We have our servicemen carrying tire pumps 
around with them so they can blow the lines out,” 
says a Massachusetts jobber. “We try to tell ac- 
counts in the off season that they could avoid that 
sort of trouble if they moved the tank inside, but 
for some reason they don’t go for that idea,” he 
adds. 

With good degree-day systems, jobbers haven’t 
had many oil runouts. Even though many don’t 
have equipment that figures up the effect of high 
winds and sunshine on degree-day consumption, 
many have adopted make-shift methods. “We add 
about 25 degree days for each of the windy days 
just so we are on the safe side as far as run-outs 
are concerned,” says one jobber. 


The Supply Picture 


Jobbers aren’t having any trouble getting dis- 
tillates, but suppliers are. Some oil marketers were 
comparing this winter’s stampede for distillates 
with that of the Suez crisis. Big factors in the bind 
were the cold winter and strikes or threatened 
strikes at several large plants. 

As Gulf Coast distillate sources dried up, ma- 
terial began coming from unusual places to fill the 
gap: California, Mexico, the Caribbean, Eastern 
Canada, Sicily. Persian Gulf distillates even entered 
the picture. Transportation costs often ran higher 
on this product. 

Prices rose steadily as supply tightened, to levels 
resembling those of the Suez period. 

Some jobbers on shallow water had supply 


problems—but of a different kind. They had to 
bring in ice breakers to keep channels open. 

A Boston-area jobber complains: “Each time 
we have the ice broken it costs us $55 an hour; 
and the job takes anywhere from three to five 
hours.” 

Over the years, many jobbers have added io 
their bulk plant storage or have built new term- 
inals—either water or pipeline—to boost their 
storage capacities. Those who draw from major 
terminals or have transporters bring oil in from 
major terminals say they can get oil whenever they 
need it. 


What About Price? 

With customers burning more oil, they're paying 
more attention to cost, many jobbers say. And 
they're starting to rebel at the rising prices. 

“Our accounts,” says one jobber, “aren’t satis- 
fied with the explanation that just because it’s 
colder they have to pay more.” 

Some jobbers suggest that perhaps the majors, 
for the good of public relations, should give people 
an explanation why prices move up when it gets 
colder. “The mere fact that it’s colder is no longer 
enough of an explanation,” adds one jobber. 

“It seems,” says another heating oil jobber, 
“that the majors are just trying to force the oil 
accounts we have left to swing to gas.” Oil ac- 
counts, say other jobbers, are fully aware of the 
fact that gas rates don’t change just because it’s 
colder.” 

Jobbers have been pushing budget plans to help 
accounts over rough spots. With colder weather 
this year, a few companies have refigured their 
budget accounts and have asked some customers to 
increase their payments. “We’ve suggested to our 
accounts that they should increase their budget 
payments by about 25% for the balance of the 
season,” says one jobber. 

Others say they will keep an eye on the amounts 
due from budget accounts and perhaps ask them 
for more money if the colder weather continues. 
Otherwise, they expect budget accounts to balance 
out pretty closely at the end of the heating season. 

Some jobbers say they estimated high on both 
consumption and price in setting up budget ac- 
counts payments this year, just on a hunch. They 
figure they’d much rather return money to budget 
accounts at the end of a season than try to get 
them to kick in more at the end of a heating 
season. & 
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How Gripe Sessions Can Help You 


A New Jersey heating oil distributor holds a monthly dinner meeting 
for its employes and picks up the tab. The payoff: improved employe 
relations and lots of good ideas, says the company. Here’s how it works 


‘\ UPREME FUEL CO. is_ learning 
S plenty from its 30-odd employes 
because the company has made it 
easy for them to sound off. 

Once a month, the heating oil dis- 
tributorship in Orange, N. J., gets 
truck drivers, burner servicemen, gar- 
age men and salesmen together at an 
informal dinner that it calls a gripe 
session. Top management, from Ira 
Van Vliet, company president, on 
down, is on hand mostly to listen, at 
times to explain, and on occasion to 
submit a gripe itself. 

Supreme picks up the tab for food 
and drinks gladly: it’s getting ideas it 
can put to profitable use in serving 
3,200 heating oil accounts and in keep- 
ing relations with employes at a high 
level. 

Gripe sessions, Supreme Fuel feels, 
can pay off in several ways: 

e Management learns where it 
goofed, can take steps to see that it 
doesn’t fall into the same trap again. 

e Employes get the straight dope, 
not backshop scuttlebutt. They know 
what’s official, what isn’t. 

e Employes have a chance to iron 
out their own problems. This can make 
internal operations smoother. 

e Employes feel they have a hand 
in shaping company policy. Manage- 
ment can use these sessions as a sound- 
ing board, find out which way the wind 
blows on certain plans it may have. 

e There’s more of a family feeling 
between management and employes. 
This can boost employe morale. 


What Supreme Found Out 


Gripes covered a wide area at the 
first’ sound-off party. The informal 
meeting was the ‘baby’ of Harry Rap- 
paport, who proposed the gripe session 
idea to Van Vliet. Rappaport, pres- 
ident of Supreme Engineering Co., a 
new division of the heating oil jobber- 
ship, encouraged employes to speak 
out. “The big idea is for better under- 
standing of employer and employe 
problems. Speak up here, not in the 
garage in the morning among your- 
selves. What bothers you guys? Open 
up!” 

They did. Here’s what the discus- 
sions covered: 

Faster Tight-Fills—Several drivers 
said they were “losing time” with this 


INFORMAL ATMOSPHERE gets employes to open up and say what’s on their minds 


new equipment, that they had more 
spills and drips than with the former 
equipment. “It takes a certain way to 
get the nozzle out and it takes me 
time now but I'll get faster as I get 
used to it,” said another driver. 

Drivers said faster tight-fill units at 
the fillpipes were installed incorrectly. 
“You just told us to put them on, 
not how to do it. Now the fill caps 
and the top part of the unit are com- 
ing out. They should have been ce- 
mented in, not just placed in.” They 
added that they didn’t have time to 
put them in properly and still handle 
their deliveries in the time allotted. 

Van Vliet admitted that top man- 
agement goofed in not telling drivers 
exactly how to do the work and in 
not giving them more time to do the 
job. “The next time, we’ll make sure 
proper instructions go out to you.” 

Rubber Gloves—Drivers like to use 
heavy-duty rubber gloves but find 
they have to buy new ones at $1.39 
a pair every two weeks and have to 
go out of town to get them. They 
wanted Supreme to buy the gloves in 
wholesale quantities at $1 per pair and 
sell them to drivers at that price. The 
solution: Supreme’s stock control man 
said he would handle glove buying 
for drivers on a quantity basis. 
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Winter Jackets—Supreme supplies 
its men with a uniform shirt and 
pants and a lightweight jacket. Driv- 
ers thought they should have heavier 
material, but burner men seemed to 
prefer lightweight stuff. 

Both groups said the supply of 
winter uniforms was adequate but 
perhaps the company should have 
more jackets available. And they 
thought the changes of summer uni- 
forms should be stepped up. Man- 
agement said the uniform supplier 
was coming in soon and it would find 
out more about these items then. 

Truck Equipment—A few drivers 
said equipment such as wrenches and 
other tools were disappearing from 
trucks, and that these losses often 
weren't noticed until the truck was 
on route. (Since it was early in the 
heating season and deliveries weren't 
at the peak, drivers hadn’t been as- 
signed to trucks on a steady basis 
yet.) 

One driver suggested each man sign 
for the equipment and be responsible 
for it. But the drivers settled this an- 
other way: they agreed that tools went 
with the truck, not the driver, and 
that drivers should check equipment 
at the start of each day, report the 
loss and get a replacement. They also 
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suggested more thoroughness in their 
own work so that tools aren’t left at 
fillpipes. 

Installing Thermostats — Service 
men wanted to know whether they 
should turn differentials on new ther- 
mostats up when they’re installed. “If 
we don’t turn them up, we get calls 
to come back to make the change. 
On the other hand, a manufacturer 
told us to keep our hands off the 
differential setting,” said one burner 


man. And how far ahead do you set 
the differential? 

Supreme’s burner service manager 
said the proper procedure in install- 
ing thermostats would be included in 
the next series of instruction classes 
for his crew. Top management agreed 
to this suggestion. 

Nozzle Replacement—Burner noz- 
zles aren’t much of a service prob- 
lem any more, management says, 
because drivers, who do cleanouts and 





SCULLY 


“The only tight fill system with oll these essen- 
tial features: 


* Needs no wrench - nozzle loosens and 
tightens cop 


* Self-compensating for wear 
© Griver need never drop nozzle 


© No rotational wear on seal while tight- 
‘ening 


ments - 


. Oris a ene ee 3 


SYSTEM 


The simplified system 
that speeds deliveries 
— puts money in your pocket! 


Write for Bulletin RA-100 for all the facts, 
ef no obligation. 


SCULLY SIGNAL COMPANY 


174 Green Street, Melrose 76, Massachusetts 


HE NOrmandy 5-3900 
‘CANADA: E. $. Gallagher Seles, Ltd.—10 Hafis Rd., Toronto, Ontario 


(To obtain more data on advertised products see page 158) 





cleanups in the summer, have fol- 
lowed company policy pretty closely. 
That policy: replace every nozzle 
with the same type removed. 
Quoting Prices—‘‘What should we 
do when we are asked to quote a 
price?” asked a burner man. He and 
others were told that it’s company 
policy for only the main office to 
quote prices. “Don’t even give them 
an idea how much a job is going to 
cost because you don’t know. If you 
give a price and the final figure is 
different, we have a problem, with the 
account,” top management explained. 
Tagging Defective Parts—Manage- 
ment had this gripe: Burner men were 
still bringing in defective parts un- 
tagged. “Make sure you tag a defec- 
tive part with the account’s name. 
Then we can credit the account if 
he’s still under a warranty, and we 
can get credit for the part from the 
manufacturer,” management _ said. 
“Don’t expect the stock control man 
to tag the part because he may be 
busy when you bring it in and forget 
about it later. Every untagged part 
adds to the cost of running the serv- 
ice department,” the company said. 


Why Management Likes the Idea 


Van Vliet says he’s sold on gripe 
sessions. “It’s the best thing that ever 
happened to us. We were always close 
to our employes but not on such a 
friendly give-and-take basis.” 

The gripe session, Van Vliet adds, 
is an extension of departmental meet- 
ings that were held on a more formal 
plane. “We’d asked the men at these 
meetings if they had any ideas. Some 
of them would speak up, but not the 
way they did at this informal dinner 
meeting.” There was too much of a 
classroom-level approach in the de- 
partmental meetings, he says. 

Van Vliet has another reason for 
liking the sessions. “If we can make 
them feel the idea came from them, 
we think they will work harder to 
put the idea over.” And that, Van 
Vliet feels, helps create the feeling 
that employes have something to say 
about company policy. 


Fuel Oil Memos .. . 


>If you’re thinking of mailing fuel oil 
delivery tickets instead of leaving 
them at time of delivery, better check 
the law first. In New Jersey it’s illegal 
to make delivery without leaving 
evidence. 


Westchester Oil Trade Assn., West- 
chester County, N.Y., has changed its 
name, It’s now Oil-Heat Institute of 
Westchester, - 
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WARM-AIR FURNACE has new combustion system with built-in forced air draft 


New Oil-Fired Furnace 


Needs nochimney, only 
a vent, company claims 


NEVER NEEDS ADJUSTMENT af- 
ter installation, says the manufacturer. 
The warm-air furnace operates inde- 
pendently of chimney conditions; 
air-oil setting is done at the factory 
and need never be adjusted, the com- 
pany claims. 

Iron Fireman Mfg. Co., Cleveland, 
touts its furnace as “the most signifi- 
cant advance in heating equipment 
since the development of modern oil 
heating.” Here are some other fea- 
tures, according to the company: 

e Low stack temperatures—in the 
350-400 deg. range. No masonry chim- 
ney needed for new installations; this 
should appeal to builders. The furnace 
can use a steel-pipe flue smaller than 
the equivalent type-B gas vent. Stack 
temperatures are well within the lim- 
its of type-B vents. With either the 
type-B vent (if you can use it) or 
steel-pipe flue, the furnace can be 
sold to replace gas heat. 

e New method of injecting oil 
and air into combustion chamber. Oil, 
atomized by high-pressure pump, 
reaches the combustion chamber with- 
out the usual gun-type arrangement. 
Air is sucked through instead of blown 
through, by a multi-blade fan. 

The closed draft plan cuts down 
standby losses, with less heat needed 
to bring stack temperatures up to nor- 
mal range. Oil burns completely with 
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a minimum of excess oil. COz2 read- 
ings are 11%-12%. On test units, 
nozzles and electrodes weren’t replac- 
ed in four years’ operation. 

e High-heat absorbing surfaces. 
More of a gallon’s Btu’s heat the 
home, fewer are wasted up the stack. 

e Fuel savings up to 33% over 
conventional furnaces. With complete 
combustion, with more of oil’s Btu’s 
heating the home, oil customers will 
use less oil. 

e Clean-burning flame, with over- 
all quiet operation. Soot and smoke 
are absent because of complete com- 
bustion of oil. There’s no pulsation, 
no vibration, because the blow-torch 
effect of a gun-type burner isn’t there. 

e Steady, even heat. Highly sensi- 
tive thermostatic controls mean faster 
firing cycles, keeping furnaces closer 
to peak efficiency most of the time. 

Iron Fireman dubs its new furnace 
the Custom Mark II, offers it in four 
vertical models and six horizontal 
models. Trade prices range from $451 
to $848. 

Btu-per-hour output ratings at the 
bonnet of the vertical models are 85- 
000, 110,000, 135,000 and 160,000, 
with firing rates for the respective 
models at 0.75 gph, 1 gph, 1.2 gph 
and 1.42 gph. 

Btu-per-hour output at the bonnet 
for the horizontal models are 84,000, 
95,000, 110,000, 140,000, 180,000 
and 250,000. Firing rates for these 
units are 0.75 gph, 0.85 gph, 1 gph, 
1.25 gph, 1.65 gph and 2.25 gph. @ 
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ron FASTER 
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LOAD HANDLING: 


WATSON 


*\wW° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


#% SERIES 1100 (1100 Ib. capacity) 
% SERIES 1300 (1300 Ib. capacity) 


FOR STAKE & VAN TRUCKS 
% TO 2% TONS 
Check these important features: 
#% Power closing, automatic locking 

standard equipment ! 

% Single lever, single cylinder control! 
% Greater capacity per pound of in- 
stalled weight ! 

* Fast operation—full load lift to 
451/,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 


% Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it’s easy!) 
WATSON WEIGHTLIFTERS also available for 


all pickups. Write today for free literature; 
please address Dept. 7-3 
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WATSON 
o> {COMPANY 


1316 - 67th St. © EMERYVILLE 8, CALIFORNIA 
1606 Laskey Road * TOLEDO 12, OHIO 
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WHAT'S BEHIND THE FENCE... ? 


How to Make a Bulk Plant 


oe OIL STORAGE PLANT doesn’t have to stick 
out like a sore thumb. 

You can turn any plant you're planning to 
build or any old plant you’re planning to remodel 
into a community asset—and pick up a lot of 
valuable public relations for your business. 

How? With bottom loading and underground 
tanks. 

That’s the combination Sutcliffe Oil Co. of 
Scranton, Pa., used last year when it expanded 
its heating oil operations into Mt. Pocono, a well- 
known summer resort. Sutcliffe liked the idea as 
soon as John Savage, bulk plant engineer, sug- 
gested it as the way to solve a community relations 
problem. 


Reasons for Sutcliffe’s Choice 


Harold Calvert, fuel oil department head of 
the private-brand gasoline and heating oil jobber- 
ship, says the company wanted to set up its Mt. 
Pocono heating oil operation as unobtrusively as 
possible. And for good reasons. 

Earlier, when Sutcliffe Oil wanted a permit to 
build a service station on the main highway 
through town, officials assured the company the 
permit would have smooth sailing. 

Although Mt. Pocono has no formal zoning 
code, and although Sutcliffe’s new station was to 


-»-A BULK PLANT 


be near other stations, it was close to a residential 
area and some of the citizens there kicked up a 
storm. Result: the permit was held up for nine 
months. There was some ill feeling against the 
company even after the permit was issued. The 
delay cost Sutcliffe Oil money. The company had 
hoped to get the station open in time to cash in on 
the summer tourist business in the area, but the 
permit came too late. Now it must wait until this 
summer to start. 

“So when we decided to come into Mt. Pocono 
with heating oil,” Calvert says, “we didn’t want 
to stir up that station permit hassle again. We 
wanted to do it as quietly as possible, because we 
depend on good public reception for our new 
venture. 

“We wanted to do it as good citizens. This 
meant that nothing about the setup must remind 
people that we had an oil storage plant here at 
the station. I didn’t want anything resembling a 
rack and loading arms on the property.” 


How Sutcliffe Met the Challenge 

To the casual observer, there’s no hint of oil 
at the new bulk plant. A passer-by sees only the 
station, islands, pumps, driveway. That’s because: 


@ Storage for No. 2 oil is underground in one 
10,000-gal. tank. 


NATIONAL PETROLEUM NEWS * March, 1959 








Paes 


SECRET: Bottom loading and buried tanks 


Inconspicuous 


e Bottom loading replaces the conventional 
loading rack. Since Sutcliffe’s heating oil volume 
in Mt. Pocono is beginning to build up, only one 
truck is used and only one bottom-loading spot 
is needed. 

e All above-ground equipment—piping, pump, 
motor, meter, loading hose—is screened from view 
by a wood-slat fence (see picture). And all equip- 
ment is mounted on a gasoline-type pump island. 

Even the pad at the bottom-loading position 
won't readily show dirt and grease from the truck. 
That’s because Sutcliffe Oil uses gravel and stone 
instead of concrete. If it gets soiled, it can be 
turned over. “There’s about 10 inches of it in the 
pad,” Calvert says. And when it gets too dirty, 
it can be replaced. 

What’s the Equipment?—Basically, the equip- 
ment Sutcliffe uses for its bottom-loading plant 
varies little from the type it would have used if it 
had built a conventional loading rack. 

Piping is 3-in. in diameter, with a Powell 559 
check valve for keeping the system primed. A 
Gilbert & Barker MSP pump coupled to a 5-hp 
single-phase Century Electric motor delivers 200 
gpm. On its way to the truck, product passes 
through a Brodie RL15P air eliminator, a Brodie 
D-3 strainer and a Brodie B62 pre-set meter with 
ticket-printing head. Power is controlled at the 
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Bulk Plants and Terminals 


island by the driver through an Allen-Bradley 
pushbutton setup. 


All loading operations are done on the ground. 
The loading hose is quickly coupled to the bottom 
loading intake on the truck. A Wheaton Brass 
spring-loaded valve is flipped to show on a glass 
gage how many inches of oil are in the truck’s 
tank (see picture). A chart onthe truck shows 
how many more gallons will fill the truck. After 
inserting his ticket in the printing head, the driver 
presets the meter to the gallonage needed to fill 
his truck and pushes the “on” button. The pump 
shuts down when the preset amount is reached. 
The driver unhooks the loading hose, covers the 
Ever-Tite valve on his truck with a protective cap, 
and then he’s ready to return to his route. 

Why the System’s Better—“With bottom load- 
ing,” Calvert adds, “there’s no foaming. We don’t 
lose time topping off. What’s more, there are no 
spills, so the truck stays cleaner longer. With 
loading arms, drivers get careless at times and nick 
the side of the truck getting the arm out of the 
way. 





Sutcliffe’s bulk plant has remote gaging, using 
thermometer-type equipment made by Uehling 
Instrument Co., Paterson, N. J. All underground 
tanks (gasoline and heating oil) are hooked to 
remote gages—for a reason. 

“When we call Mt. Pocono from Scranton to see 
if they need product,” Calvert says, “it’s a long- 
distance toll charge. We don’t want to hold the 
line while the plant sticks each tank, figures out 
how much it has, and then lets us know. When 
we call we want to get that information as fast 
as possible and hold down the phone bill.” 

Calvert thinks his bottom-loading plant cost him 
less than a conventional plant. “While you still 
need the same components, you don’t have to build 
the conventional rack, and you replace loading 
arms with the loading hose,” he contends. 

His new tank truck, with the bottom-loading 
equipment, didn’t cost any more than a conven- 
tional truck, Calvert says. Bottom-loading equip- 
ment on the truck was installed by Allied Tank & 
Equipment Co., Philadelphia, which made the 
1,600-gal. tank for Sutcliffe’s Ford V-8 truck 
chassis. 

Calvert’s satisfaction with the Mt. Pocono plant 
could swing Sutcliffe Oil to bottom-loading at its 
two other bulk plants at some future date. Sutcliffe’s 
main plant, with 22,000 gal. in underground stor- 
age, is in Scranton; another plant with 20,000 
gal. in above-ground storage is in Gouldsboro, about 
midway between Scranton and Mt. Pocono. e 





NEXT MONTH: 

A look at Conoco's new $500,000 
bulk plant in Denver. You'll be especially interested in 
a novel gas-fired, infra-red heating system for unloading 


dairy wax from tank cars. 


























To be sure -ODOM USES GORMAN-RUPP 


Four O3C-B centrifugal pumps that prime are always on the job 
for this South Carolina jobber 


A successful bulk terminal operation is the result of 
deliberate planning. Everything is keyed to fast turn- 
arounds. Delays due to faulty equipment cannot be 
tolerated. 


Says Mr. L. A. Odom, owner of this fine, new plant at 
Spartanburg, ‘‘Pumps are crucial to a business like ours. 
We can afford only the best. And, to our knowledge, 
these Gorman-Rupp Pumps are exactly that. Our dual- 
purpose 03C-B’s unload trailers and also deliver to the 
loading rack. We are proud of this terminal’s outstand- 
ing efficiency.” 


Ask your Gorman-Rupp Distributor about the exclu- 
sive features of ‘‘O’”’ Series Pumps. Safer—no check 
valve means freedom from dangerous, high pressures | S=aeWeEts: ay 
from confined, heat-expanded liquids. More efficient— SPE Piva fs 


straight-in suction removes entrance restrictions, in- installation details: Four 03C-B Gorman-Rupp Pumps with 5-hp explosion-proof 
creases priming lift. motors; 3" lines, strainers and valves; air eliminators; 20,000-gal. storage 
tanks. Delivery to tanks, 225 gpm; to loading rack, 200 gpm. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street Mansfield, Ohio 
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This high-volume outlet 
in Tampa, Fia., is 
jobber-built and owned. 
Here's the way a... 


New Ideas in Stations 





——— 


Jobber Station Goes Modern 


FLORIDA JOBBER is setting a brisk pace in sta- 
tion design in his area. 

This three-bay, four island outlet is in a choice 
spot at the intersection of two heavily travelled 
roads in Tampa. The station is designed for 
40,000-50,000 gal.-a-month payout. 

Its unique canopy, radical construction and 
maintenance-free features mark it as the equal of 
the newest major-built stations in the area. 


J. H. Williams Oil Co. had an eight-year-old, 
$18,000 station on the site. Expansion of the 
highway forced its demolition. Williams’ original 
site—135 ft. by 107 ft., bought in 1949 for 
$10,000—was now too small. Williams picked up 
an adjoining 150 ft. frontage for $22,500. 

With more than $30,000 invested in land, 
Williams decided to “shoot the works” on a new 
station. He called in Atlanta architect Jules Gray, 
who came up with: 


e A butterfly roof, formed of prestressed con- 
crete planks called Flexicore. The planks are 
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hollow to carry piping, electrical lines and tele- 
phone wires. The underside is a finished ceiling. 

e White marble chips are laid over the roof 
to reflect the sun and cool the interior. 

e A rising canopy extends over the key pump 
island. It’s supported by V-shaped pipe columns, 
which also function as supports for a spectacular 
ID sign. The sign is composed of plastic block 
letters lighted from the interior. Smaller canopies 
cover each of the other three islands. 

e Drive-through bays move traffic smoothly. 

e All-glass walls and terrazzo floor in the 
salesroom make for easy maintenance. Outside is 
a sheltered area for vending machines. 

Area of the building is 1,774 sq. ft. At a total 
construction cost of $40,000, that’s about $22.50 
per sq. ft. Equipment adds another $10,000. 

Land along the main highway now goes for 
$500 per front foot. The traffic count is 12,940 
cars per day south and 16,820 north. The side 
road carries 10,825 cars per day. . 





NEWEST, BIGGEST TANK 


There’s A Scientifically Designed Fruehauf 
Tank-Trailer For Every Commodity 
In The Fast-Growing Liquid Hauling Field! 


, : : - +e. 
1 GASOLINE Lower Priced Steel 
Ferguson-Steere Motor Company of Dallas, Texas, hauls 
gasoline in rugged, precision-built hi-tensile steel Frue- 
haufs, the leading Tank-Trailers in America. 


Mik PS 


2 CHEMICALS Automatically Welded Aluminum 
Transports—Robinson Transfer Motor Lines, of Kings- 
port, Tennessee, utilizes this lightweight, high capacity 
aluminum unit for specialized chemical cargoes. 


3 EDIBLES Handsome Stainless Transports 
—Stillpass Transit Company, of Cincinnati, Ohio, hauls 
vegetable by-products in sanitary, acid resistant, all stain- 
less Fruehauf Transports. 


4 ALCOHOL Compartmented Aluminum and Steel 
Transports—Gasoline Transport Company, of Louisville, 
Kentucky, uses high-capacity Fruehaufs for various bulk 
liquids including chemicals and alcohol. 


5 ACIDS  Highest-Capacity Steel Transports — Harold 
Waggoner & Company, of Granite City, Illinois, hauls maxi- 
mum cargoes of acid and other liquids in Fruehauf tanks 
throughout 8 Midwest states. 


6 PETROLEUM PRODUCTS Double Drop 
Aluminum Transports — Dan Dugan Oil Transport Com- 
pany, of Sioux Falls, South Dakota, makes safer hauls with 
higher capacity double-drop Fruehauf units, 


For Forty-Four Years—More Fruehauf Trailers On The Road Than Any Other Make! 


116 (To obtain more data on advertised products see page 158) 
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LINE-UP ON WHEELS! 


7 CAPROLACTUM Heated, Pressurized Trans- 
ports—Ryder Tank Lines, of Miami, Florida, uses in- 
sulated |Fruehauf tanks to haul this component of nylon 
at a controlled temperature. 


8 SUGAR Dry and Liquid Bulk Transports — Forbes 
Company, of Carlton Hill, N. J., hauls both granulated and 
liquid sugar in this front or rear-unloading convertible 


Fruehauf unit. 


9 PHOSPHATES Double Purpose Compartmented 
Transports—lIllinois Farm Supply, hauls sulphuric acid in 
one direction and super phosphate with the other with this 
specialized Fruehauf. 





10 SOYBEAN OIL Cleanbore Aluminum Trans- 
ports—Owensboro Company, transports soybean oil in bulk 
with this lightweight, fully lined, 6,500 gallon Fruehauf 
Cleanbore unit. 


11 CEMENT Screw-Type Bulk Commodity Trans- 
ports — George F. Alger, Detroit, Michigan, has the extra 
advantage of fast loading and unloading with twin-and- 
a-half screw Fruehauf bulk commodity tanks. 


12 AVIATION FUEL Western 900 Series Alumi- 
num Trains— Capitol Tank Line, of Los Angeles, Cali- 
fornia, hauls jet fuel in lightweight, frameless truck full- 
Trailers built especially for Western operations. 


World’s Largest Builder of Truck-Trailers 


FRUEHAUF TRAILER COMPANY 10940 Harper Avenue ¢ Detroit 32, Michigan 


Send complete, illustrated facts at once, with no obligation to buy, on the types of Fruehauf units circled. 


ine eet 
a i a 
9 10 11 12 





NAME 
COMPANY 


ADDRESS 
CITY STATE 
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Management 


Heart of Oklahoma’s expanded accounting department is man weekly payroll and computes adjusted degree day 
this Univac 120 punched-card computer, which keeps daily factors for fuel oil. Discussing its care and feeding are 
inventory records on 150 stations. It also prepares a 1,200- Eugene Figliulo, tabulating manager, and the author. 


How Oklahoma Oil Modernized 


Jersey Standard’s Chicago acquisition is expanding fast. Here's how 
the accounting department keeps pace, as told by the man who runs it 


By W. Clyde Hospital 

Accounting Manager, Oklahoma Oil Co. 

OO OFTEN a rapidly expanding company pays 

dearly for lack of planning in the accounting 
department. The slow, easy approach to change 
that can be used by a company with moderate an- 
nual growth would completely bog down an oper- 
ation involved in rapid expansion. 

Oklahoma Oil Co. has faced the problems of 
accelerated growth with considerable pre-planning 
emphasis on modern accounting methods. 

In 1952, when we had a chain of 37 stations in 
the Chicago area—plus a fuel oil business serving 
a few thousand customers—punched-card equip- 
ment was used. This included a Remington Rand 
tabulator, punches, a multi-control reproducer and 
sorter. The company was geared to handle volume 
at the time; but more important, it was ready to 


handle additional volume. The system then was 
used for consumption records, for computing fuel 
oil commissions, for billings to customers, for ac- 
counts receivable controls and for automatic keep- 
full service. 

In 1956, when Standard Oil Co. (N. J.) pur- 
chased Oklahoma Oil Co. and the Perfect Power 
Corp. (which also operated stations in the Chicago 
area), conventional tabulating equipment could no 
longer handle the load and major additions had to 
be made. 

We took the initiative, acquiring new machines 
that would enable us to serve our customers better 
and at the same time render economies for us. To 
make profitable use of the new equipment, 
which includes a Univac 120 punched-card elec- 
tronic computer, we assigned some 25 jobs to it. 

By late 1956, business volume in both the fuel 
oil and service station departments had more than 
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Remington Rand tabulator prints fuel oil delivery tickets 
at 100 lines per minute, Tickets carry customer’s name 
and address, delivery instructions, grade of oil, terms, 


delivery zone, tab code number and keep-full due date. 
b = 


Punched-card equipment handles 25 functions. They in- 
clude over 50,000 credit card sales, up to 20,000 fuel 
and burner service calls a month—plus payroll reports 
to government, inventory records for 150 stations. 


Accounting 


doubled over that of 1952. Thirty-five trucks were 
delivering fuel oil in place of 15. We now had 150 
service station outlets, an increase of 113 stations 
or 305 percent. 

It is difficult to evaluate the percentage or dollar 
savings of our forward approach to new accounting 
procedures over previous methods because the na- 
ture of the problem changed. Our credo has been, 
of necessity, to anticipate the difficulties of in- 
creased work-loads and to solve them before they 
become problems. Had we not kept pace we would 
have long ago sunk into a quagmire of hand- 
written carbon copies and computing errors. 

Included in the functions we perform mechani- 
cally are financial accounting, accounts receivable 
inventory, sales analysis, records for our integrated 
fuel oil program, and mail order premium redemp- 
tion. 

We have what we think is a unique system for 
handling our integrated fuel oil program, in which 
one pre-punched card is used to complete the entire 
order and delivery cycle. We keep a punched mas- 
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ter card on file for each fuel oil customer. From 
this we prepare a meter ticket, which is held in the 
fuel oil department file. 

When delivery is initiated (either by a call from 
the customer, or more often from the automatic 
keep-fill system), the delivery ticket is removed 
from the file and forwarded to the truck dispatcher. 
These tickets have their own zoning information, 
which speeds up sorting for delivery. And keep-fill 
delivery tickets have a minimum and maximum de- 
livery time range, allowing more flexibility. 

Perhaps an even greater advantage is that we 
avoid many errors that would occur on hand-written 
tickets. When the fuel oil is delivered, the gallonage 
is imprinted on the ticket by the meter, and a copy 
is left with customer. The punched card copy 
returns to us. We use this to prepare preliminary 
controls for inventory and cash. 


The tabulating department punches into the 
ticket the number of gallons, extends gallons by 
price, computes the sales tax where applicable, de- 
termines the number of coupons earned by the cus- 
tomer (we give four coupons on the dollar) and 
balances to a manual control. 

The same card (meter ticket) is then used to pre- 
pare the fuel oil premium, certificate mailed to the 
customer. This card acts as a signal to replenish the 
open file of meter tickets. The master cards are 
used to prepare a new ticket, which goes to the 
fuel oil order department. A new degree-day card 
is calculated on the computer, then the updated 
file is returned to the order department to await 
a new cycle of order and delivery. 


In processing service station reports we have 
made significant savings. Our stations carry about 
40 items for sale. Each day station managers mail 
us their sales reports. Before the Univac computer 
was installed it was necessary for the station man- 
ager to summarize the transactions by each shift 
before sending his report to our sales section, which 
then recapped these reports manually. Cards were 
punched from the recaps and resummarized. From 
these cards we produced final reports. 


Under our new system, the shift reports go 
directly to the tabulating department, where they 
are punched, and the cards are processed by the 
computer. Thus we have freed the station personnel 
of much paperwork and have completely eliminated 
tedious recapping by our own sales section. With 
the computer, we have available a record of every 
item of inventory at every station every day. 

Accounting methods change, and it is just as im- 
portant to avoid obsolete methods in accounting as 
it is to avoid selling obsolete merchandise. Our 
president, Ralph R. McCoy, once described obso- 
lescence in this manner: “Obsolescence does not 
mean you can no longer hold a piece of equip- 
ment together with baling wire. Equipment is ob- 
solete the moment a better machine is manufactured 
that can replace the present machine, no matter how 
recent its vintage, and still show a profit with the 
new.” bal 











the world of Ollie Minor... 


an oil marketing management man 


in a 16 billion dollar market 


LLIE F. MINOR is manager of retail sales 

for Shell Oil Company —a man many 
salesmen would give their eye teeth to sell. 
Why? Because Ollie supervises sales to 
23,000 U. S. service stations that handle 
Shell products. 

Ollie’s world includes oscilloscopes for 
tune-up work ,. . merchandising research 
boards ... new station locations and de- 
signs... training centers... TBA (Tires, 
Batteries & Accessories) merchandising 

. automotive lubricants .. . antifreezes 
and specialty products ...credit programs 
... and the many, many other ideas and 
tools required to market service station 
products. 

Oil marketing management men like 


last year. That $15-billion, by the way, 
represented 7.5% of all retail sales. Oil 
companies, together with oil jobbers and 
other independents, comprise a major 
market for pumps, hose, meters, tanks, 
compressors and all other oil marketing 
equipment. This is also the world’s biggest 
market for tires, batteries and automotive 
accessories. 

If your company (or client) has a stake 
in this market, you’ll want to know about 
National Petroleum News .. . because its 
18,460 paid circulation provides unique 
coverage of readers like Ollie Minor. Your 
NPN representative will be glad to give 
you all the details on the world of oil mar- 
keting and how to reach it through Na- 











National 
Petroleum 
News o 


for 50 years the) ss 
\magazine for oil marketing management.) ; A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N. Y. 


Ollie are primarily responsible for the tional Petroleum News... 


$15-billion of service station retail sales 
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Bennett fluorescent lighting is the most Oil marketers everywhere know 
brilliant means of merchandising your that traditionally fine Bennett 
product. Two large advertising panels features assure year-in, year-out 
on the Two Thousand pump provide ‘ dependability and lowest 

maximum product identification. : maintenance cost. 


STAN DAF DO — CFR Tj MOM PARIS ON 








STANDARD 


Bennett’s Two Thousand “Trim Twins” double 
island capacity without sacrificing 
space. Handsome “Trim Twin” housing is 
exactly the same size as a single pump. 


Profile for station space economy 
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Oil marketers everywhere know that 
traditionally fine Bennett features assure 
year-in, year-out dependability 

and lowest maintenance cost. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + Muskegon, Michigan 


District Offices: Albuquerque « Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland ¢ Dallas 
Denver * Detroit * Kansas City « Little Rock * Los Angeles * New Orleans * New York © Philadelphia 
Pittsburgh * Rochester « Salt Lake * Seattie * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal « Winnipeg * Vancouver 


Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER” 





Management 


Why Dealers Dont Learn— 
And What You Can Do About It 


Motivation—a familiar word to psychologists —underlies 


Gulf Oil's new approach to dealer training 


SHAKEUP IS UNDERWAY at Gulf Oil Co 
Tired of training lectures that don’t pay 
off on the driveway, Gulf is renovating its basic 
concept of what teaching should be. 
“Why not?” says one executive. “We've spent 
20 years—with little success—just trying to get 
dealers to say ‘Fill it up with premium?’ ” 


What Gulf’s New Approach Is 


For the first time, Gulf has probed into the 
learning situation itself. What makes dealers want 
to learn? What blocks them from learning? 

To answer those questions, and a host of others 
about dealer and customer attitudes, Gulf called in 
Henry Strauss & Co. more than three years ago. 
Strauss, an expert in communicating with people, 
had done similar jobs for Pan American World Air- 
ways, General Electric and American Telephone 
and Telegraph. 

Strauss and his staff spent almost a year trooping 
around the Gulf territory, talking with nearly 500 
people from vice presidents to dealers and their 
employes. He claims his staff passed 2,500 man 
hours in conversational research, in every con- 
ceivable place—including “pubs and taverns.” 

When Strauss’s report came in, Gulf training 
officials went into action. The result is a new 
“Dealer Development Program.” It’s different from 
the training programs of other oil companies, Gulf 
says, because it’s “dealer-oriented.” It puts the 
dealer on the spot. It makes him evaluate, get in- 
side the customer’s feelings, and build sales ap- 
proaches on a knowledge of what makes the 
customer tick. 

That’s a tall order. Can all dealers master this 
kind of program? Yes, says Gulf, which has a 
basic optimism about the power of motivation, prop- 
erly applied. 

“You can find motivations common to all groups 
—motivations that cut across intelligence levels. 
And you can teach all intelligence levels, if you use 
the proper motivation.” 


How Does It Work? 


Ideally, says Gulf, the development program 
will bring the trainee to the point where he asks to 
learn the next step. 


It does this through a shrewd combination of 
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visual aids (motion pictures, filmstrips, manuals), 
phonograph records, classroom discussion and 
practical work. 

The course taken by new dealers is three weeks 
long. It’s broken down into ten units: The Cus- 
tomer; Driveway Selling; Station Management; Sta- 
tion Appearance; Batteries; Tires; Motor Oil; 
Gulflex Lubrication; Accessories; Specialties and 
Allied Services; Advertising and Sales Promotion. 

Units usually begin with a visual or oral presen- 
tation. But the approach is not “Here it is—learn 
it if you can.” Gulf aims to involve the dealer 
emotionally and mentally. 

That’s one reason motion pictures are used. 
Movies affect people emotionally, Strauss says. 
“And if you can hit an emotional chord, from that 
point on you just guide the student along.” 

The presentation flows into a classroom discus- 
sion, and then into a role-playing situation. Mis- 
takes are deliberately worked into the plot of films 
used in the program. Trainees tear into the mis- 
takes, telling what they think should have been 
done—and why. 

By the time classroom work is finished, the stu- 
dent should be eager to go out onto the driveway 
or into the lube bay to learn the mechanics of tire 
changing or island service. He knows why each is 





Management 





“If dealers or customers have negative 
attitudes, you have to face them .. . 


flexibility becomes very important.” 


(Begins on page 123) 


an important part of station business. He wants to 
do each job well. He is, in Gulf’s simple descrip- 
tion, “properly motivated.” 


What Does the Program Require? 


As a starter, Gulf has set up a string of training 
stations—first in the company’s history. 

Previously, training space was on a “catch-as- 
catch-can” basis, says C. J. Chaney, retail merchan- 
dising manager and the man charged with making 
sure the development plan works. 

There are 63 Dealer Development Centers in 25 
states. Many are newly built, others are converted 
with the addition of a classroom or lube bay. Some 
are company-operated and some are lessee-run. 

Each station is fully equipped with visual aids, 
lube and service facilities. All new Gulf dealers 
take the course. 

Ideally, courses are scheduled on a six-week 
cycle. After a three-week course, two weeks are 
used for one-day courses for existing dealers. 
Another week is set aside for one-day courses for 
key dealer employes. 

The setup is flexible and course programs will 
vary according to each division’s needs. 

“Dealer Development Instructors” run the three- 
week courses. They come from the ranks of sales 
reps. Usually they’re top men on the way up, with 
plenty of station experience. “This assignment,” 
says Chaney, “gives them good experience in han- 
dling people.” 

Sales reps run the shorter courses. Generally, the 
one-day program is held at training centers, but 
sales reps may go into the hinterlands to run pro- 
grams at lessee stations. 

Instructors and sales reps are trained by division 
merchandising marketers. They, in turn, were 
trained in a two-week session at Strauss headquar- 
ters in New York. 

New dealers are scheduled for courses up to six 
months before they actually start. There’s a good 
reason: they’ll move right into stations of their own 
when they’re finished. If there’s a delay in opening 
a new station, the trainee will work at the develop- 
ment center during the waiting period. 


What Does the Program Cost? 


The motivation concept is radical, and Gulf put 
it into action only gradually. Beginning in January, 
1958, films and other materials were slowly slotted 
into existing programs. Changeover was completed 
early this year. 


The total cost of the new program may well 
run above $1-million, counting the bill for stations, 
films and equipment. Gulf won’t say what it’s 
spending, but experts like Strauss don’t come cheap. 

All training centers were built or converted 
within the last year and a half. Distributors and 
their dealers will be trained at the centers along 
with direct dealers. The three-week course is also 
open to dealer employes, provided dealers can 
spare them for that length of time. 


How the New Approach Fits In 


So far, the training concept hasn’t spilled over 
into advertising and sales promotion. But, says 
Chaney, “Indirectly, other departments will be 
affected, through normal contact between the train- 
ing program and their work.” 

The program is flexible. It can change quickly 
to meet new marketing conditions. Says Strauss, 
“Dealers will betray their own interests and needs. 
They'll want to spend more time on things they 
consider important.” 


What It Means to Gulf 


Gulf’s aim in the program is to increase sales 
through existing outlets. As a company official puts 
it: “Consumer demand is rising. Gulf, like all oth- 
ers, is striving for a bigger share of the market.” 

Increased sales will be the first test of the new 
approach. But there will be others, principally in 
the area of dealer relations. 

The new approach should cut through the maze 
of gripes, fears and prejudices that often afflict 
dealer-supplier relations. It’s designed to deal with 
blocks to good relations, as well as learning. 

“If dealers or customers have negative attitudes, 
you have to face them,” says Henry Strauss. “A 
customer may rebel against the driveway selling 
formula—This damn sales pitch is taking too much 
time.’ So flexibility becomes very important.” 

Better relations will also spring from the new 
type of dealer the program develops. In Gulf’s 
terms, he'll be an “evaluator.” Gulf thinks its task 
is not so much to give the dealer the tools to work 
with—although that’s important—as it is to de- 
velop a dealer capable of using the tools. 

The program will affect Gulf’s line marketing 
organization. There will be no super-experts im- 
posed on the sales staff. The regular organization 
will train itself internally. Gulf believes this will 
help develop better-rounded executives—men who 
are thoroughly grounded in dealer problems and 
attitudes. 

First reactions from trainees have been excellent, 
says Chaney. Sales have often exceeded expecta- 
tions in stations taken over by newly trained dealers. 
Chaney and his staff will keep their ears open in 
the months ahead, probing and testing ways to 
make their “new concept” still newer and better. @ 
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What New Refining Trends Mean 


Today's critical supply problems are putting the spotlight on refinery eco- 
nomics. Marketers, harassed by product imbalance, are looking to refining for 
explanations. Why is the gasoline output so heavy? Can’t anything be done 
about it? What's the long-term supply outlook? 

There are other important questions, too. What about product quality? What 
do those ten-dollar process names really mean? How will marketers be hit by 
the independent refiners’ drive for controlled outlets? 

On the next eight pages, you'll find some of the answers to these questions. > 
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These refining trends stand out as particularly significant to marketers: 

@ Refineries are growing bigger but fewer, affecting marketers’ distribu- 
tion arrangements. From 1920 to 1927, average refinery size climbed from 
4,100 b/d to 29,600 b/d. Experts predict a leveling off at about 40,000 b/d 
by 1970. The U.S. refinery total has been declining since the Forties, now stands 
near 300. 

@ Processes are improving constantly, assuring product quality. The industry 
plans to spend $588-million on improvements this year, mostly aimed at getting 
higher octane gasoline. But these improvements will upgrade other products, 
too. 

@ Independents are concentrating on getting controlled outlets, increasing 
competition for marketers. An estimated 64% of independent refiners now have 
some sort of assured market, either crude processing deals or branded stations. 

Product imbalance could be corrected in the future. Despite contrary opin- 
ions, two leading refiners say it’s possible—and desirable—to maximize distil- 


late yields and minimize gasoline yields (for details, see page 91). 


Key Questions About Refining 


MARKETERS frequently ask basic questions 
about the economics of refining, but don’t always 
get answers. Here are the commonest, with com- 
posite answers based on several refining industry 
sources: 


Q Why do refiners keep increasing plant capaci- 
ties by adding new units, when some say we already 
have too much refining capacity? 

A Like most marketers, refiners maintain they 
can’t stand still. Process methods change or are 
improved rapidly. These new or altered units help 
a refiner improve his product quality, and often 
upgrade his plant’s operating efficiency. For ex- 
ample, the number of operators needed for some 
types of basic refinery units built today are one- 
third to one-half less than for one designed 10 
to 12 years ago. 

Refiners may not necessarily wish to increase 
plant capacity, but most feel they must keep up 
with others on product quality by adding or alter- 
ing units as necessary. This often brings about 
some increase in a refinery’s throughput, even 
when the primary aim is quality rather than quan- 
tity. 


Q How much does it cost a refiner to “keep up?” 


A One Southwest major reports it has spent 
$30 per b/d capacity per year since 1956 to keep 


its refinery modern. Another major says its con- 
tinuous modernization program costs $30 to $50 
per b/d. A Midcontinent refiner projects it will 
spend $71 per b/d per year over the next five 
years On equipment to improve product quality. 

Among the independents, one in Texas reports 
having spent $9-million for new equipment since 
1950, 400% over original investment. 

For the refining industry as a whole, a Petrole- 
um Week survey puts planned processing expendi- 
tures in 1959 at $588-billion. In 1957, actual 
processing expenditures totaled $853-billion. 


Q Despite these big refinery investments, wouldn’t 
it be more economical to hold runs down, and 
create stronger product prices by keeping supply 
and demand in balance? 

A Few refiners will admit their runs are too 
high (others, perhaps, but not theirs). Generally 
speaking, they maintain they keep their runs “in 
line.” They feel they get into inventory troubles, 
in most cases, only when they guess wrong in 
projecting product demand. 

These are the principal factors that keep runs up: 

e Refinery operators, like plant managers in 
other industries, have to look at unit costs. These 
depend on the size of the refinery, type of equip- 
ment, how much capacity is being utilized, and 
various fixed overhead costs. A 1954 survey 
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showed most refiners felt they could not operate 
economically at less than 75% capacity. 

e A refiner has a high capital investment in his 
plant, and feels that the equipment should be 
used. One of his big troubles is that equipment 
often outlives its economic usefulness, since new 
processes are constantly making old ones obsolete. 

e The major, especially, has to take into account 
oil production quotas set by state conservation 
commissions. He doesn’t have to take all the al- 
lowed production on leases he’s tied into, but if 
he doesn’t, he runs the risk of losing some to other 
buyers. If he cuts back his crude purchases from 
all leases on an over-all percentage basis (pur- 
chaser proration), he runs the risk of adverse 
criticism from small producers, royalty owners 
and even the conservation commissions. 

e One refinery’s markets may justify it to run 
near capacity, while others’ don’t. But if some 
keep their runs up, others often feel they should, 
too. Again, this gets back to unit costs; a refiner 
figures if he can process 100,000 b/d of crude at 
60¢ bbli., he’s beating the other fellow running 
20,000 b/d at 70¢ by about 0.25¢ gal. 

The big thing, of course, is that refining capacity 
was partially built up for national emergency situ- 
ations. This capacity is owned by many companies 
and one doesn’t want to hold his runs back when 
others don’t. Like marketers, they want volume 
and good margins, too. 


Q What is the average refinery margin? 

A_ A study by Boni, Watkins, Jason & Co., a 
management and consulting firm, showed the ave- 
rage refining margin (difference between crude 
costs and price realized from product sales) in the 
Midcontinent area in 1957 was $1.16 bbl. The 
study showed the margin had dropped to as low 
as $0.48 (in 1949) and gone as high as $1.20 
1956 $2.19 and the low $1.77 in 1954. 


Q How does that compare with wholesale and 
retail margins? 

A In 1957, the gross wholesale margin be- 
tween refinery and tank wagon prices for products 
was $1.83 bbl., lowest level reached (the high 
was $2.10 in 1954) in the 10-year study. The 
1957 margin between tank wagon and dealer 
prices was $2.12 bbl. The high was reached in 
1956 ($2.19) and the low ($1.77) in 1954. 


Q How do refiners plot runs and yields? 

A They try to gear their runs to anticipated 
total demand and adjust their product yields 
according to the supply-demand picture for each 
product. The larger integrated companies (and 
some of the smaller ones) base their estimates on 
anticipated automobile registrations, population in- 
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creases, current inventories, and many other fac- 
tors. Some of these projections, especially at larger 
refineries, are made several months in advance. 

Adjustments in yields and runs are made period- 
ically as up-to-date conditions indicate. At times, 
however, these adjustments aren’t rapid enough. 
At other times, refiners don’t become aware of 
particular situations until too late (one example: 
the Suez crisis). Once inventories get out of line, 
it takes time to work them off. 


Q What are the independent refiner’s biggest 
problems today? 

A He has many, and these are a few: 

e The quality race. This is a tough problem, and 
there’s no indication right now of its easing. Vir- 
tually all independents say it isn’t a question of 
whether or not they want to stay competitive, but 
that they have to. The only way to do this is 
to keep adding or modernizing process units to 
keep up in the quality race. This takes capital, 
which isn’t always easily available to independents. 

e Prices. Independents generally feel they're 
affected more than majors when the spread nar- 
rows between crude and product prices. They 
































“Well Pll be damned. I always 
thought those things were lights.” 
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point out that most of them buy the bulk of their 
crude requirements, while most majors have pro- 
duction ranging from a small to a large percent 
of their refinery needs. 

Some claim the spread between crude and prod- 
uct prices is insufficient to support additional in- 
vestment in equipment. One figures 75¢-80¢ bbl. 
above the gross price on a barrel of crude is a 
“fair return,” but claims most independents aren’t 
realizing that much. 


Q How do these troubles of the independent 
refiner affect marketing? 

A Marketers, at present, are mainly affected 
by what the independent refiner is doing about 
the “battle for markets.” Some independents will 
cry over their declining profits one moment, then 
underbid others for commercial or private-brand 
accounts the next. They'll offer cargo prices to 
a big private brander, tank car to a small commer- 
cial consumer. They feel they have to do what 
competition dictates. 

Some independents who haven’t already done so 
would like to “go branded,” and get controlled 
gallonage by building their own stations. Few 
get past the cost-survey stage before trying to 
find some other route. Marketers, however, have 
already felt sharp competition from at least two 
—Ingram Oil and Texas Gas—in recent years. 
Eastern States has also been studying retail mar- 
keting, and currently has an interest in some 
stations. 


For the unbranded or private-brand jobber, of 
course, the folding of each independent refiner 
represents one less source of supply. These job- 
bers already do some buying from majors, but 
the larger number of refiners seeking their busi- 
ness, the better the jobber’s price bargaining 
position. 


Q What are some of the major refiner’s prob- 
lems? 

A Many of the independent’s problems are 
common to majors, too. Says one major, “The 
only thing the independent refiner needs today is 
to have product prices in line with crude prices. 
Right now, both independents and majors are 
suffering from decreased product prices.” 

Majors—especially those with big refineries 
(100,000 b/d and up)—often feel the independent 
can operate more flexibly, pare or raise his crude 
runs or adjust his yields more quickly. Some 
majors have to do their run and yield plotting 
according to expected demand in several sections 
of the country, while the independent may be 
concerned with just one or two. 


Another problem of major refiners—one they 
don’t often mention—is political. When forced to 


go on purchaser proration—because market condi- 
tions indicate they shouldn’t process allowed crude 
production—they run the risk of adverse criticism. 
Independents don’t usually have this problem. 


Q How do crude oil imports affect the refining 
picture? 

A Refiners, especially inland, maintain it’s 
been hell to “stay competitive” with coastal re- 
finers operating partly on foreign crude. 

Small inland refiners feel they need an “equal 
break” on imported crude. A West Texas inde- 
pendent points out foreign oil can be laid down 
in Houston 85¢ bbl. cheaper than the cost of 
West Texas crude. Many independents, forgetting 
their other troubles for the moment, see imports 
as either their salvation or destruction, depending 
on whether they get their “fair ratio” or not. 


“The average refiner has to operate on a fraction 
of a cent a gallon margin,” says an Oklahoma 
refiner. “If the big companies bring in foreign oil 
at a lower cost, due to their own tanker fleet 
operations and other means, the refiner who must 
buy expensive domestic crudes is hurt.” 

Says another, “The effects of foreign crude 
imports reach every segment of the oil industry 
. . . We see the effects of price wars in excessive 
inventories and in cuts in crude prices.” 

“If we had an equalizing tariff, I wouldn’t take 
a drop of imported crude oil. I just want to be 
in a position to be competitive,” says a Houston 
independent. 

“If imports were lowered, it would tend to 
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stabilize the market. I’d like to see a mandatory 
restriction program tied to refinery runs,” says 
a Corpus Christi refiner. 

And so on. 


Inland refiners, and some present non-importers 
with coastal plants, hope the government’s new 
imports program will cure what they consider the 
present ills of imports. But chances are slim that 
all will be pleased. 


Q On the product quality front, will the octane 
race continue into the future? 

A After a temporary slowup next year, it’s ex- 
pected to be with us a long time. 

Reports from Detroit indicate 1960 cars won't 
require a significant jump in octane ratings. But 
over the next decade, experts say refiners will have 
to increase research octane numbers at almost as 
rapid a pace as in the last decade. Fuels approach- 
ing 105 research octane are expected by 1966. 


Q What does this mean to the refiner? 


A One expert* says it will call for (1) More 
superfractionation of straight-run gasoline; (2) 
Better separation of cat gasoline; (3) More efficient 
reformate extraction; (4) More hydrogenation of 
the gasoline fractions from cokers, visbreakers and 
thermal crackers; (5) More alkylation; (6) Better 
isomerization. (For explanation of terms, see page 
131.) He also suggests processing some of the 
world’s crude oversupply at lower gasoline yields, 
since “it would be possible to tailor the refining 
processes so that high-octane gasolines need not 
be made in high-severity units, with resultant high 
expense and low yields.” 


Q What is an octane number, exactly? 

A Refiners define it as “a term numerically 
indicating the relative antiknock value of a gaso- 
line, based on the reference fuels ‘iso-octane (100 
octane number) and heptane (0 octane number).” 


Q Where does tetraethyl lead come in? 

A Tetraethyl lead is a volatile lead compound. 
When added to gasoline in small proportions, it 
has the effect of increasing antiknock quality. 


Q What’s the “rumble” talk all about? 

A “Rumble” is a low-pitched knock that occurs 
in high-compression engines. The main cause seems 
to be uncontrolled combustion on the surfaces of 
combustion-chamber deposits. Buildup of these 
deposits naturally depends on engine operating 
conditions. 

* James McDonald, Tidewater Oil Co. administration man- 


ager of manufacturing, quoted in Petroleum Week, a McGraw- 
Hill magazine. 
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People Who Live in Glass Houses 


. . get a panoramic view of the refining unit 
under their control at La Gloria Oil & Gas Co.’s 
Tyler, Tex., refinery. Newly built for La Gloria 
by Blaw-Knox Co., this circular control center 
looks good and is highly functional. Air con- 
ditioned, with double glass insulating walls, the 
building has a 61-ft.-diameter reinforced con- 
crete roof. Walls slope outward to cut reflection. 
Three control panels face outward on the sides 
of an equilateral ‘triangle; they’re connected at 
their ends by wall panels to form a central 
hexagonal service room. 











Aromatic fuels seem most prone to rumble, 
according to a study by Ethyl Corp. and General 
Motors. Even catalytic cracking seems to con- 
tribute. But paraffinic gasolines containing mostly 
alkylates are relatively rumble-free, Ethyl tests 
show. Phosphorus fuel additives also help reduce 
rumble, although Ethyl and GM say phosphorus 
alone is not the entire answer. 


Q Summing up, how’s the supply outlook for the 
rest of the year? 

A Refiners will probably operate at higher 
gasoline yield levels than ever before. New figures 
(see page 88) indicate the average yield is likely 
to climb above 46% for all U.S. refining districts. 
At the same time, refiners’ gasoline inventories are 
building up faster than they were a year ago, 
although the actual level is lower. Stepped-up runs 
to make badly needed distillate have added to 
gasoline stocks. Imports will probably continue to 
augment these stocks further. By early April, U.S. 
stocks may reach 210-million bbl. That will be 
more than sufficient to balance supply and demand 
this summer, even though demand for the next 
nine months is estimated at 2.8% over the corre- 
sponding period last year. ® 


To see how a refinery works, turn the page 


> 
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What Makes a Refinery Run? 


Modern refining processes are a mystery to many marketers. Here's 
a primer—or refresher—on this vast, highly technical subject 


T= VOLUME AND TYPE of products coming out 
of refineries affect marketers sharply, as shown 
by recent supply-demand situations. “Refiners 
don’t understand our problems,” marketers say. 
But the opposite is true, too. To many marketers, 
today’s refining operations seem hopelessly com- 
plex—something that must be taken for granted. 
To make things clearer, here’s a simplified run- 
down of current refining technology. 

Basically, a refinery is a group of manufacturing 
plants that function together to give the oil mar- 
keter quality products for his customers. A com- 
plete refinery, capable of producing lubricating 
oils, greases and asphaltic products, as well as 
gasoline and fuel oils, costs $25-million to $100- 
million or more, depending on its size and how 
complicated its various process units are. 

It takes at least six processes for a refinery to 
produce gasoline, kerosine and fuel oil. Solvents 
require two or three more. To get into lubricating 
oil production, at least five more are needed, and 
wax production calls for two or more again. 

To make all the conventional (non-chemical) 
petroleum products that can come from crude oil 
could require as many as 50 different processes. 
Few refineries have all. 

What Is Refining?—Refining is the physical 
separation of crude into various fractions, followed 
by chemical treatment or changing of these frac- 
tions into products. 

Kerosines, fuel oils, lubes and waxes are basic 
fractions treated to remove unwanted components. 
Motor fuel components also undergo some treating 
before they are finally blended into finished fuel. 

Motor and aviation gasolines, solvents and some 
asphalts are totally or in part synthetic. They are 
made through chemical processes that change the 
molecular nature of selected portions of crude. 
Almost 85% of gasolines are made this way. 

How It Works—A barrel of crude moves 
through a refinery in this fashion: 

e The first step is the crude unit, where crude 
is distilled to recover various fractions. These 
fractions depend on the type of crude and the 
type of end products required at any given time. 
Crude distillation is the most basic of all refining 
processes. 

e The various fractions from the crude unit 
move out in different directions for further process- 
ing. They end up in different common “pools.” 
The blend of products going into these pools is 
regulated, so that the various grades of products 


needed in the refinery’s tanks can be furnished. 


e Recovered gas vapors move through a gas 
processing plant; naphthas and heavy gas oils go 
into reformers and catalytic crackers; lube distil- 
lates go to other processing units; and the “bottom 
of the barrel” residuum is turned into certain fuel 
oils, asphalt, or coke, plus additional intermediate 
liquid feed for the motor fuel units. 

e Into the common gasoline pool go polymer 
gasoline and butane from the gas processing plant; 
reformate from the catalytic reformer; cracked 
gasoline from the catalytic cracker, and alkylate 
from the alkylation unit. 

e Some cracked gas oil is recovered from the 
catalytic cracker, and it moves into the light gas 
oil stream that comes direct from the crude unit. 
These go together to make the distillate pool. 


e The lube distillates, meantime, are going 
through various other processes such as solvent 
extraction and dewaxing. Most of the material 
ends up as greases, lubes and waxes. 


Some of the “bottom of the barrel” residuum 
left after the crude unit has finished boiling the 
lighter ends off the crude, meantime, moves to an 
asphalt processing unit and direct into the heavy 
fuel oil stream. In the heavy fuel stream, gas oil 
and the solvents extracted from the lube distillates 
are added. 
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What the Basic Processes Do 





Here is a list of basic refining processes, 
with short explanations of what they do. 
(Manufacturers have different patent 
names for many essentially similar proc- 
esses). Starting more or less from the 
bottom, the fundamental processing units 
are: 


Crude unit—The basic unit in any 
refinery, it distills crude at certain tem- 
peratures to get the charge stock for the 
rest of the plant. 

Thermal cracking—A continuous 
cracking process by heat, used to break 
heavier oils apart to make lighter 
products, principally gasoline. Gasoline 
produced by this process alone is limited 
in quality (a high of about 80 octane 
with tetraethyl lead). 

Catalytic cracking—A process using a 
catalyst to speed up chemical reactions. 
It also uses heat—though not as high a 
temperature as thermal cracking—to 
break up heavy products. But the cata- 
lyst, by directing the cracking reactions, 
produces more higher-octane hydro- 
carbons than thermal cracking. This 
process produces more of the useful gas 
oils, and less residual or tar, than 
thermal cracking. There are many dif- 
ferent types of catalytic cracking proc- 
esses. Most can make high-octane gaso- 
line (including addition of lead). 


Thermal reforming — Takes straight- 
run naphthas and reforms them to build 
their octanes still higher. There are a 
number of different types of reforming 
processes. 


Polymerization—T a kes hydrocarbon 
gases (butylene-propylene fractions) cre- 
ated in cracking and reforming processes, 
and turns them into high octane motor 
fuel (known as “poly gasoline”). This 
gasoline goes into the main gasoline pool 
for upgrading purposes, and is a prime 
base stock for a refinery’s aviation gaso- 
line production. 

Alkylation — Also takes the conden- 
sable fractions of butane-butylene and/or 
propylene coming from cracking and re- 
forming, and turns them into high- 
octane liquids. 

Catalytic reforming—Uses a catalyst 
to produce higher octane gasolines than 
thermal reforming. It converts low- 
octane gasolines into high-octane ma- 
terial, Chemical reactions caused by the 
catalyst product high octane numbers. 

Isomerization—Rearrangement of car- 
bon atoms of low-octane light paraffin 
hydrocarbons to form much higher oc- 
tane. Product of this reaction is called 
isomerate. This may become the next 
important component to provide octane 
numbers for motor gasolines. 
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Lubricating Oils 
} Kerosine and Stove Oils 














Gasoline blending—Combining of the 
various hydrocarbon streams produced 
by distillation, cracking, reforming, poly- 
merization and alkylation make up the 
gasoline blend. In addition, in the blend- 
ing process, ethyl fluid (containing tetra- 
ethyl lead) dyes and sometimes special 
additives are added. This selection of 
components—and decisions as to their 
proportions in blends, so that they come 
out as desired—is one of the most com- 
plex aspects of refinery operations. 

Cokers — Units that take the very 
heavy residuum from the crude stills— 
the bottom of the barrel—and turn it 
into solid coke, more feed stock for the 
cat cracker, some low-octane gasolines, 
and gas. 

Hydrorefining—There are several of 
these new processes, which basically in- 
volve a chemical reaction between hydro- 
gen and the hydrocarbon being processed. 
They remove unwanted impurities like 
sulfur from products. Hydrogen proc- 
essing can be carried out on light or 
heavy fractions, and even whole crude. 

Solvent extraction—Various types. of 
solvent extraction units are used in mak- 
ing lubricating oils. These remove waxes, 
aromatic-type compounds that form acids 
and sludge, dark-colored materials, and 
components with low viscosity indices. 
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How the Refining Segment Grew 
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For 100 years, refining has had a tumultuous history of boom and bust. 
Here's how it developed into the billion-dollar business it is today 


gx HE PEAK in the number of operating refineries 
in the U. S. was reached in 1934. That year 
they totaled 454, according to a count by Universal 
Oil Products Corp. Since then, there has been a trend 
toward fewer but larger plants. 

Refining dates its history back 100 years, to the 
finding of the first commercial oil field in Penn- 
sylvania in 1859. 

Early efforts were devoted to keeping up with the 
amount and location of oil that the wildcatters were 
finding. The thinking then was to put the refineries 
where the oil was. Later, companies became more 
concerned with deepwater sites or other strategic 
locations where they could get their finished products 
to market. 

Oil historians say the first 15 plants were estab- 
lished in Pennsylvania right after the first com- 
mercial well was brought in at Titusville in 1859. 
Most ranged in capacity from 15,000 b/d to 30,000 
b/d. Within three years, the total had climbed to 61, 
and the over-building led to price cutting. These 
Pennsylvania refineries were also affected by switches 
in oil production locations, and by 1871 most had 
been shut down. 

Boom and Bust—This less-than-10-year cycle was 
repeated time and again in the oil fields that were 
later found in Oklahoma, Texas, California, Illinois, 
Arkansas, Kansas, Michigan and the Rocky Moun- 
tains. The best example is what happened in East 
Texas. 

The East Texas field was found on Oct. 3, 1930. 
It’s considered the most prolific U. S. oil field ever 
brought in. In one month in 1931, its production ex- 
ceeded 500,000 b/d, or 15% of the total U. S. 
demand at that time. In 1932, its production re- 
presented 20% of domestic demand. 

Just as in other areas, refineries were built in 
the East Texas field. Some were put up by producers 
who didn’t want to be refiners, but who needed to 
have crude processed. Nobody knows for sure just 
how high the total number of East Texas refineries 
got, but most agree the figure was somewhere close 
to 100. 

Producers were sinking wells to as shallow a 
depth as 3,600 ft. to hit oil potential of 10,000 b/d 
at a total cost of less than $20,000. Refinery builders 
found the investment equally low and the potential 
payout just as good. 

The average cost of a 1,000-b/d East Texas 
refinery in the early Thirties ranged from $10,000 
to $25,000. In the early days, profit rates for these 
plants ran as high as $5,700 per month. In some 
cases the early plants could be paid out in a month’s 
time. 

As had happened before, however, the East Texas 
refining boom lasted only a few years. This time 


the decline was more rapid and severe than ever 
before. 

After the top in total number of plants was reached 
between 1930 and 1935, there was a drop of 76 
refineries in 1936. By 1940, only 14 were left in 
operation. The others were discarded, sold for scrap, 
or simply abandoned. 

The Cheap Oil Problem—In 1926, the going price 
for crude was about $2.29. When the terrific influx 
of East Texas oil hit the market, the price dropped 
to 15¢ bbl. It later fell to 10¢. Producers found 
they could put in cheap refineries, get a third-grade 
gasoline by “skimming” or “topping,” and make 
more money selling it at 3¢ gal., FOB refinery gates, 
than they could trying to peddle their crude. 

To make matters temporarily worse, the Texas 
Railroad Commission was given authority in 1931 
to regulate production. While oil men today see the 
need for sound conservation practices, many couldn’t 
in 1931. Some started by-passing Railroad Com- 
mission regulations. One way was to lay underground 
lines directly from their wells to their refineries. Oil 
thus produced and sold illegally became known as 
“hot” oil. 

The federal courts issued conflicting opinions 
encouraging the hot oil traffic before sound prac- 
tices were finally established. Until this came about, 
“hot” oil was produced and sold cheaper than crude 
produced legally, driving prices down still more. 

Four reasons are given for the fall of refining in 
East Texas, and they all sound familiar. First, 
“cheap” oil passed out of the picture. Next, many 
of the plants were inadequate and failed to “stay 
modern.” Third, there was just too much refining 
capacity, and finally, the refiners failed to establish 
assured marketing outlets. 

The last reason may be the most significant one. 
Most of the East Texas refiners depended on sales 
to jobbers and brokers at tank car prices. The day 
came when they couldn’t sell these “open market” 
buyers products any more cheaply than they could 
be bought elsewhere. 

Trend to Size—The ending of the East Texas boom 
didn’t mean a big drop in over-all refinery building 
The peak actually was reached about 1941-42, when 
the Bureau of Mines reported over 450 plants. But 
since then there has been a steady decline, with 
the prevailing trend toward larger units. 

The average refinery size in 1920 was 4,100 b/d. 
It had climbed to 9,100 b/d by 1940, and currently 
is close to 30,000 b/d. There are still some as 
small as 1,500 b/d, but there are very big ones, too, 
like Esso Standard’s in Baton Rouge (over 325,000 
b/d); Gulf’s Port Arthur, Tex., and Humble’s Bay- 
town plants (both around 300,000 b/d). For a look 
at these plants, see opposite page. 
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SPECIAL REPORT: 
REFINING 


Esso Standard 


With crude oil capacity of 
308,000 b/d, Esso Standard 
Oil Co.’s sprawling refinery 
at Baton Rouge, La., is the 
nation’s largest. Cracked gas- 
oline capacity is 81,700 b/d. 
Like the other refineries on 
this page, it manufactures a 
complete line of oil products. 


Humble Oil 


Located on the Texas Gulf 
Coast east of Houston, Hum- 
ble Oil & Refining Co.’s 
giant Baytown refinery has a 
crude capacity of 282,000 
b/d. Cracked gasoline capa- 
city is being upped from 60,- 
350 b/d to 87,850 b/d. 


Gulf Oil 


Almost as mighty as Hum- 
ble’s Baytown plant is Gulf 
Oil Corp.’s Port Arthur re- 
finery, a few miles southeast 
of Beaumont. Crude oil capa- 
city is 270,000 b/d; cracked 
gasoline capacity is being in- 
creased from 76,050 b/d to 
98,450. 


Texaco 


Looming beside Gulf’s in 
the Port Arthur refinery 
area, The Texas Co.’s Port 
Arthur plant has a crude 
capacity of 230,000 b/d. 
Cracked gasoline capacity at 
this refinery is the largest in 
the nation—113,000 b/d. 
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GREATEST OUTPUT AT THE NOZZLE Lis! WHERE IT COUNTS 


WITH HIGHER 
CAPACITY 
RAN 
REMOTE 


PUMPS 


RAM submerged pumps have greater capacity at the dispenser 
nozzle than any other units of similar type. And you enjoy 
complete flexibility with RAM, the pumping unit that’s designed 
to handle fuel developments of the future. No chance of vapor 
lock, no matter how volatile the fuel. 


HIGH OUTPUT 1% H. P. 4-stage RAM is your best bet for 
those stations demanding top performance from up to three 
dispensers on one pumping unit. As a matter of fact, it can’t be 
beat at the nozzle. 


HIGH OUTPUT % H. P. 4-stage RAM exceeds gallonage 
requirements for the busiest super service station! With 
automatic nozzles operating simultaneously, this RAM unit gives 
eight vehicles all the motor fuel the average car fill can handle. 


And for MATCHED-FLOW performance, Bennett recommends 
its 2000 Series dispensers with the exclusive “friction-free” 
all-metal “fuel-proof” meter. Write or see your Bennett 
representative for more information. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION ¢ Muskegon, Michigan 


Standard District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
for Dallas * Denver © Detroit * Kansas City « Little Rock * Los Angeles * New Orleans * New York 
Com rison Philadelphia « Pittsburgh * Rochester « Salt Lake * Seattle * St. Paul * San Francisco 
pa IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto « Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ““WOODINTER” 
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Lush buffet, imported beer for guests 
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Tire changer, other items sold at 5% off 


Pitchman gives sales spiel to dart players 
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Souvenir of the show: 
Yankee pitcher Whitey 


Cities Stages Sales ‘Carnival 


= A RED-AND-WHITE striped tent in New 
York’s Statler Hilton Hotel, Cities Service 
kicked off its 1959 selling season. 

Tagged “Dealerama,” Cities’ once-a-year sales 
meeting was steeped in carnival atmosphere. Side- 
show booths lined the big meeting room. Barkers 
spieled product messages. Merchandise men took 
orders for TBA, uniforms and speciality items. A 
buffet supper and imported beer kept everyone in 
a holiday mood. 

Beneath the ballyhoo ran a hard-sell theme. 
Nearly 2,000 dealers from the metropolitan divi- 
sion of Cities Service Oil Co. (Pa.) flocked to New 
York for the two-day show. Close to 95% of Cit- 
ies’ metropolitan dealers showed up, says sales pro- 
motion manager Ray Keck. 


While their wives sniffed orchid corsages—cour- 
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tesy of Cities’ tour bureau—the dealers swelled 
Keck’s original sales predictions three-fold. One 
goad: all orders taken at the show were at a tempt- 
ing 5% discount. 

Plan Ahead—Behind Keck’s success lay months 
of spadework and pre-planning. A five man com- 
mittee met weekly to put plans into shape. Salesmen 
contacted dealers before the show, checked stock 
and sales records. 

At the show, the sales reps steered dealers toward 
booths offering items they needed. Dealers filled 
out follow-up cards; salesmen picked them up for 
later contact work. 

For Cities, the New York show is only the be- 
ginning. The Pennsylvania company will hold at 
least five more in other divisions. Sister marketing 
companies in the Cities complex may follow suit. # 


Ford poses with dealer 


my, 





C\ Don’t just wish for a lift that handles all cars... 


Provides unobstructed view 
— easy access to work 


3-Position Pads. 

No Adapters Required. 
Pads can be positioned 
to various heights 

as required 


MERE IT IS! 


THE ADJUSTABLE FRAME-GRIP LIFT 
WITH TELESCOPING ARMS 


a7 
>) 


Passenger Cars—all Telescoping arms 
Picks up cars Frame Designs adjustable from 
and light trucks Wagons of all Sizes 


at points to a maximum of 
recommended Foreign Cars—Sports Cars 


by car ideal for Light Trucks 
manufacturer 


a minimum of 60” 


87” overall reach 


WRITE FOR DESCRIPTIVE FOLDER | 
4 


THE UNITED Siazvgee =e COMPRESSOR CO. 


6300 Harvard Avenue « Cleveland &, Ohio 


AIR COMPRESSORS ° HYDRAULIC LIFTS 
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Why Dealers Don't Buy Uniforms 





Anxiety about their 
business roles is the 
underlying factor, 
says a new survey 








HAT A DEALER THINKS of him- 
self bears heavily on how he 
looks. 

Neatness and sloppiness are symp- 
toms of underlying dealer attitudes 
toward, self, supplier and customer. 
You can’t change a man merely by 
dressing him up, warns Dr. Percy 
Black, head of Social Attitude Sur- 
vey, a motivation research firm. 

Dr. Black’s findings are contained 
in a new study of dealer attitudes 
toward uniforms, released by Lion 
Uniform, Inc., of Dayton, Ohio. 

This is Dr. Black’s second survey 
of the service station field. Last year 
he conducted a study of dealer moti- 
vation for Dow Chemical Co. (NPN 
—Mar. ’58, p114) 

Own or Rent?—The Lion study 
zeroes in on an old problem: Why do 
some dealers prefer to rent uniforms, 
while others like to own them? 

The answer, says Dr. Black, lies in 
the dealer’s self-concept. There is a 
long-standing conflict in the dealer’s 


Skyscraper Service 


mind between his two basic functions 
—mechanic and manager. 

Dealers who are “anxious” about 
the conflict usually turn to rentals as 
a kind of compromise. Dealers who 
have more or less resolved the con- 
flict in their minds seem to prefer to 
own their clothes. 

The anxiety factor shows up in all 
areas of the station. “Renting” dealers 
often have sloppier, less well-managed 
Stations than dealers who own their 
uniforms, says Dr. Black. 

Long-Range Goal—But the desire 
to own a uniform remains a strong 
underlying factor, just as the desire to 
be a good businessman remains a 
basic goal. Dr. Black found that 58% 
of rental dealers said that they’d 
really prefer to own uniforms. 

Why don’t they? Here, says Dr. 
Black, they are checked by unresolved 
ambiguities in their self-concept. They 
identify ownership of uniforms with 
the status of “businessman.” By not 
owning uniforms, subconsciously they 
ward off fear of failure as business- 
men. 

Dealers with these subsurface fears 
throw up a surface screen of “logical” 
objections to ownership: “It’s cheaper 
to rent; too hard to launder greasy 
clothes; easier to have the rental laun- 
dry mend the uniforms.” 

The only way you'll ever persuade 


the “anxious” dealer to buy his own 
uniform is to change his underlying 
motivations. Appeals to “more busi- 
ness” and “better customer reaction” 
are doomed to fail. It will help, says 
Dr. Black, if uniform makers and oil 
companies clarify the cost picture for 
dealers, but that’s only a beginning. 

No Business Clothes—In analyzing 
dealer motivations, Dr. Black attacks 
some well-entrenched clichés. He 
urges suppliers to drop the term “busi- 
ness clothes” as applied to station 
uniforms. It gets a negative response 
from renters and owners both. 

He also calls for an end to the 
“socializing” pitch. Uniforms aren't 
suitable to wear during off-hours, and 
what’s more, dealers don’t want them 
to be. They want to make a sharp, 
symbolic distinction between their so- 
cial and business life. 

Green, the most common color for 
station uniforms, evokes a strong neg- 
ative response from dealers. This may 
be because the field is oversaturated 
with that color, says Dr. Black. Blues 
and tans seem to be preferred colors. 

Contrary to what most dealers be- 
lieve, customers don’t notice the dif- 
ference between rented and owned 
uniforms. They are impressed with 
basic neatness. If a dealer seems 
sloppy to them, chances are they’ll 
take their trade elsewhere. 

Market Facts—Nearly half of all 
major dealers own their uniforms, a 
recent NPN study shows. 

Majors strictly control fabrics, col- 
crs and styles used in “approved” uni- 
forms. Where dealers rent suits, ma- 
jors work with rental laundries to set 
up standards. In some cases, majors 
have helped establish rental laundries. 

Odd proposals often come into ma- 
jor company headquarters. Recently, 
Esso Standard Oil Co. turned down a 
suggestion for a dealer underwear 
program. 

The close relationship between oil 
companies and uniform makers makes 
it advantageous for dealers to use 
“approved” uniforms. NPN’s study 
found prices for “approved” uniforms 
are usually lower; and in some cases, 
majors underwrite part or all of the 
cost. 


THAT’S NOT a small foreign car in the picture. It’s a normal six-pas- 
senger sedan, with two bigger-than normal Vickers Petroleum employes 
towering above it. They’re members of the Wichita Vickers, co-champions 
(with Phillips 66 Oilers) of the National Industrial Basketball League. The 
team turns out for Vickers station openings. Pictured above are Swede 
Halbrook, 7 ft.-3 in., and Don Boldebuck, who’s only 7 ft. even. Vickers 
claims that Halbrook, three-time NIBL all-star choice, is the tallest hoop- 
ster in the nation. 


Copies of the NPN report are avail- 
able from the Market Information De- 
partment, National Petroleum News, 
330 West 42nd St., New York 36, 
N.Y. Oil marketers can get more in- 
formation on the Lion study from 
Lion Uniform Inc., 44 Webb St., 
Dayton 3, Ohio. 
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Stamps Worth 
The Price? 


Agriculture Department 
says value of premiums 
offsets higher prices 


. I ‘RADING STAMPS get a qualified 
nod of approval from the United 


States Government. 

The Department of Agriculture, 
in its third major report on the sub- 
ject, says that slightly higher prices 
charged by stamp-giving stores are 
more than made up by the value of 
premiums customers receive from 
stamp companies. 

The Agriculture Dept. based its 
price study on a 21-city survey by the 
Bureau of Labor Statistics. Prices in 
stores giving stamps were generally 
0.6% higher than in non-stamp stores. 

The department estimates that 
about 42% of the nation’s retail out- 
lets now give stamps, including eight 
of the ten largest food chains. In 
five chains studied, the department 
found volume up 42% after the addi- 
tion of stamps. Non-stamp stores re- 
ported a gain of 22% in the same 
period. But profit margins declined 
from 1.34% to 1.30% in stamp stores, 
while non-stamp stores posted an in- 
crease from 0.92% to 1.17%. 

Opposition Voice — Stamp critics 
still continue their opposition, how- 
ever. 

The Wyoming legislature recently 
passed a bill outlawing trading stamps 
in that state. At press time, Gov. 
Hickey hadn’t signed or vetoed it. 
But the temper of the state is shown 
in two cities—Casper and Worland— 
which have banned stamps within 
city limits. A district judge upheld 
Casper’s anti-stamp ordinance. S&H 
Stamp Co. says it will appeal the de- 
cision. 

A California bill to impose strict 
regulation on stamp companies is ex- 
pected to run into stiff opposition in 
the legislature. 

Meanwhile, the National Federa- 
tion of Independent Business is run- 
ning full-page ads in Midwest papers 
blasting stamps. One ad is headed, 
“Anti-Trading Stamp Sentiment 
Sweeps Across Nation.” 

NFIB’s argument is that both con- 
sumers and merchants lose money on 
stamps, in higher prices and reduced 
profits. NFIB recommends legislation 
to outlaw stamps. 
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So to the Head of the Class 


LANGUAGE PURISTS are helping United Motors Service rack up a high 
score for this outdoor poster. Campbell-Ewald, UMS’ ad agency, deliberately 
reversed one letter in preparing the poster. Reaction poured in as soon as 
the first went up. A Wisconsin newspaper printed a picture of the board, 
commenting acidly, “advertising messages should be left to more careful 
printers.” A conscientious bill poster in Philadelphia tried to cut out the 
offending letter and turn it around. Frankly, we don’t know why all 
the fuss. 
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Cash. in with GCmeSCENTS 


Leading marketers choose Crescent wire 
and cable for three big reasons: 


COLOR « Crescent provides your com- 
pany’s color for quick, positive identi- 
fication. Ask for free samples. 


MERCHANDISING ¢ Crescent sales pro- 
grams help stimulate your sales. Get 


LEAD TERMINAL INSULATED CABLE 
the full details now! 


QUALITY + Crescent offers corrosion- 
resistant terminals with spring steel 
| inserts to permit repeated flexing... 
easy-to-install shell type lugs... plas- 
tic insulation that resists oil, grease, 
solvents, abrasion. phe 
¢ THE CRESCENT COMPANY, INC. 


4s . 
Qs ade PAWTUCKET, RHODE ISLAND 





"let us show you what Crescent experience offers you. | 


bist sili ne 


March, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 158) 139 





aC yaclalanyzelaeleksm-lanlanlelalt-m celal. 


SiO lL @nets) galsianana@cl lic) 4 


TANK TRAILERS 


...engineered for every type of liquid and bulk transport 


Aluminum gasoline or fuel train 


WAT cane] am celelemag-lii=1¢ 
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Steel gasoline or fuel tank 


Insulated chemical trailer 


Ph 

















For complete information on these or other TRAI im kek LE soe 


special commodity tanks contact your nearest 
Trailmobile sales office or write Trailmobile Cincinnati 9, Ohio » Springfield, Missouri 
Inc., Tank Division, Springfield, Mo. Longview, Texas + Berkeley 10, Calif 
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Casinghead tank (MC-304 type) 
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PLASTIC CAB... 


BRAKE CYLINDER OUTSIDE DRUM... 


New Money-Saving Equipment 


Here are some truck innovations that mean greater payloads, longer 
life of trucks and parts, reduced maintenance, safer travel. They're 
hot off the testing grounds and nearing commercial availability 


THREE SIGNIFICANT truck developments are 
around the corner, as described recently at a trans- 
portation meeting of the Society of Automotive 
Engineers. They are: 

e Fiberglas reinforced plastic cabs; 

e Hydraulic brake-actuating mechanism mount- 
ed outside the drum, for improved braking with 
minimum affect on design of current trucks and 
wheels; 

e Liquid-cooled disc brakes, a radical departure 
to do away with over-burdened drum-type brakes. 

These developments could mean dollar savings 
for you in the operation of your fleet. Here’s how: 


What to Expect from Plastic Cabs 


You'll gain at least 400 lb. payload with rein- 
forced plastic instead of 20-gage steel for truck 
cabs, says B. C. Harris, engineer in charge of 


future designs for White Motor Co. This will allow 
you to carry at least 64.5 gal. more gasoline. Pay- 
load gain of plastic vs. 14-gage aluminum will be 
slight. 


Maintenance costs will drop with plastic cabs, 
Harris says. Fiberglas has more elasticity than steel 
or aluminum, tends to bounce back into shape 
after getting a hard blow. With metal, you have a 
job of reshaping the damaged part. Fiberglas is 
also easier and quicker to repair than metal, Harris 
adds. It doesn’t call for an investment in costly 
repair tools. 


And fiberglas is non-rusting, meaning longer 
life for the cab. Because plastic has an affinity 
for paint, says Harris, repainting isn’t necessary 
as often as with metal cabs. 

However, there’s a caution. When plastic cabs 
are used with diesel power, a polished stainless 
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LIQUID-COOLED DISC BRAKE... . 


LIQUID-COOLED PROP-SHAFT BRAKE 


Coming for Your Trucks 


steel panel should be fastened to the cab near the 
exhaust stack (see picture). Heat from the stack 
would cause plastic to char; the steel panel blocks 
this heat. 


White made several experimental plastic cabs last 
year, will make more this year, Harris reports. 
It’s possible White’s thinking about nothing but 
plastic cabs for the future. 


New Drum-Type Brake Design 


Putting a hydraulic brake cylinder outside the 
drum, says Frank T. Cox, chief engineer, Rock- 
well-Standard Co., eliminates the tendency of 
brake fluid to boil, lengthens brake and tire life. 

Rockwell-Standard reduces the diameter of the 
brake housing to 15 in. to boost the air space 
between the drum and the inside diameter of the 
tire rim. 

“At present,” Cox says, “with 16.5-in. brake 
and a 20-in. base tire, if you use a drum of suffi- 
cient weight, there’s very little air space between 
the outer diameter of the drum and the inside 
diameter of the tire rim.” 


As a result, heat generated by brakes lowers 
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the effectiveness and shortens the life of the brake, 
and shortens the life of the tire, Cox maintains. 

The only good drum, Cox says, is a heavy 
drum. “This cuts down on payload,” he admits. 
“Decreasing drum weight may boost payload, but 
it can be uneconomical since the cut in weight 
may decrease the life of the drum itself and of 
the mating brake parts to a point where early 
replacement cost plus down-time may far exceed 
the additional revenue from higher payload.” 

Increasing the air space between brake drum 
and tire rim, Rockwell-Standard found there 
wasn’t room enough for the hydraulic cylinder in 
the drum. So it was moved outside to develop 
a “right-angle actuated brake assembly.” 

Cox claims this system has the following ad- 
vantages: better brake performance, more resist- 
ance to fade (decrease of friction with rising 
heat), increase in wear life, reduced brake weight, 
and use of less air in braking. 


Liquid-Cooled Discs: What They Save 


“It’s possible,” says J. D. Dudley, director of 
research and development, Wagner Electric Co., 





Transportation 





(Begins on page 142) 

“that liquid-cooled disc brakes for retarding would 
greatly extend the life of service brakes even to 
the normal engine overhaul period.” 

Unsprung weight of liquid-cooled disc brakes 
can be as much as 124 Ib. per axle less than con- 
ventional air brakes with accessories, he adds. 

With better retarding brakes, downgrades can 
be taken in direct drive, eliminating down shift- 
ing, saving vehicle travel time, and cutting down 
wear and tear on engine parts. 

Designing better brakes, Dudley says, is a con- 
tinuing problem because of boosts in truck horse- 
power and loads and the trend to larger tires 
and smaller wheels. “Through the years,” he says, 
“improvements in brake designs and materials have 
increased the heat resistance of drum-type brakes 
but not enough to cope with the problem.” 

As Dudley sees it, “The liquid-cooled disc 
brake is the answer to all problems; it can meet 
all heat rejection requirements, can retard indefi- 


How to Get Better 


Not only should you lower engine 
temperatures when it’s hot, you 


should raise them when it's cold 


NEW TESTS indicate that the best way to achieve 
this reverse action is to use a combination of three 
temperature-control devices: the ordinary thermo- 
stat bypass, temperature-controlled fans and radia- 
tor shutters. This was explained at a recent meet- 
ing of the Society of Automotive Engineers by F. 
W. Person, International Harvester. 

Person cites these advantages: 

e Quicker warm-up at all times. 

e Full scrubbing action by the coolant to pre- 
vent deposits at critical points in the engine. 

e More uniform engine temperatures under all 
operation conditions. 

e Additional cooling only when needed, on 
long pulls or in high ambient (surrounding air) 
temperatures. 

e Fuel conservation under all types of opera- 
tion. 

e Reduced engine maintenance and increased 
engine life. 

The Danger of Overcooling—Overcooling, Per- 
son says, is just as serious as overheating. “The 
perfect cooling system must not only reduce metal 
and liquid temperatures at elevated ambient tem- 
peratures but must also be capable of maintaining 
elevated metal and liquid temperatures at reduced 
ambient temperatures.” 

Thermostats and by-pass cooling systems, Per- 
son adds, are the least expensive, most popular 


nitely without overheating, can make continual 
stops without fade.”* 

How well do liquid-cooled retarding brakes 
stand up? Wagner tested its model in direct drive 
for 14,000 miles in Pennsylvania mountains with 
loads varying from 25,000 to 60,000 Ib. Total 
lining wear was 0,141 in.; total copper wear 
was 0.061. 

When a truck using service brakes was put 
through the same tests, Dudley says, “We had to 
stop the tests at 500 miles. The lining was worn 
enough that brakes had to be relined. Drums on 
the front axle had to be replaced; they were 
badly heat-checked.” 

For lighter trucks, Wagner has developed a 
liquid-cooled propeller shaft brake. In testing this 
brake on a two-axle truck loaded to 25,000 Ib. 
GVW for 1,000 miles, copper wear was negligible 
and average lining wear was 0.009 in. 


*Raybestos-Manhattan, Inc., also has a liquid cooled 
brake under development. 


Coolant Control 


way of attempting this type of control. And they 
appear to be satisfactory for small and medium- 
sized trucks. 

But even in the best of such systems, Person 
contends, total water circulation through the en- 
gine is generally cut considerably when the thermo- 
stat is closed. “When that happens, the scrubbing 
action of the coolant in the head is cut and the 
situation can lead to deposits at hot spots.” 


And he adds, “If the engine heats enough to 
open the thermostat momentarily, a supply of 
water at approximately ambient temperature is 
pumped to the engine to provide cooling. These 
sudden and quite extreme temperature changes are 
harmful to engine life and can quite easily occur in 
larger size trucks.” 

What to Do—To overcome such conditions, Per- 
son says, research has checked into temperature- 
controlled fans and shutters. And results of tests 
indicate that the most satisfactory performance is 
achieved with a combination of at least two of the 
three temperature-control devices. 

“While both temperature-controlled fans and 
shutters,” Person adds, “have definite advantages, 
the shutter seems to be superior in extremes of 
operation; it will block ram air to a great extent 
while the temperature-controlled fan saves fuel 
and will help maintain temperatures in more 
moderate conditions.” 

But the best combination for highway trucks— 
if the customer would pay for them and be will- 
ing to check their operation and maintenance 
—would be, Person says, thermostats that open at 
155°F, shutters opening at 170°F, and fans that 
start at 180°F. * 
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DO TUBE / TUBELESS TIRE REPAIR JOBS BETTER a 
AND FASTER WITH SCHRADER TUB ss RE 
A 


| We install a Genuine Schreder 
every new hwre 
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WE FIX 
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FIX FLATS RIGHT WITH SCHRADER PRODUCTS 


Use new Schrader FIX FLATS Patches Cores. And it’s good practice to change the 
and Rivets! Tube or tubeless...the simple tubeless tire valve whenever you repair or 
one-two-three procedures are on the box. replace a tubeless tire. 

Anyone can do it right and fast. But that’s Your supplier has quality Schrader Prod- 
just a part of the job! Remember to seal in ucts. Get those products you need to give 
the air with genuine Schrader Caps and __ the best flat-fixing service: 


(da 1 a 


NEW “PULL THRU” SCHRADER COMPRES- NEW SELF-VULCANIZING PATCHES give a real INVENTORY SAVER VALVE REPLACEMENT 

SION RIVETS will repair punctures caused cured-on repair from a cold type patch. No PACKAGES to handie any original equi 

by nails and round objects. Seal perma- heat, smoke or vulcanizer. Tube or tubeless tubeless valve installation. Comp valve 

nently 3 ways. Best tubeless repair on the time saver. awe layers of rubber laminated lineup for repairing every tube or tubeless 

market. No heat, buffing, or special tools. for extra strength. tire now rolling. PLUS CAPS AND CORES that 
ms | are standard the world over. c : 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
an ee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Here’s the Newest and Most Practical 


Red Jacket ///2e/4//,//5 Pump 


Simplifies Installation—Cuts Maintenance 

Installs in Existing Piping to Increase Loading Rate 
Explosion Proof (Listed by U. L. Laboratories, Inc.) 
Saves Space—Protected from Weather 


Five Models with Capacities to 260 GPM 


The new “IN-LINE” pump by Red Jacket is the 
newest and most practical concept in pump design 
for above ground petroleum storage tanks. Among 
the many advantages of this design is greatly sim- 
plified installation, since there is a minimum of 
space required and no expensive concrete base is 
needed for mounting. There are economies in instal- 
lation, too, because a minimum of unions, ells, 
valves and nipples are needed and with the pump 
sealed inside of the pipe no pump house or other 
protection is required. Once installed, Red Jacket 
“IN-LINE” pumps require practically no mainte- 
nance because pump and motor are lubricated and 
cooled by the fluid pumped and there’s no flexible 
coupling or shaft seal to require servicing. Pump 
and motor are also protected should a tank run dry 
—when there’s no petroleum product to pump the 
motor stops automatically. All models are also listed 
by Underwriters’ Laboratories, Inc. under their 
re-examination service. 


(To obtain more data on advertised products see page 158) 


The five models of “IN-LINE” pumps including 
1, 14%, 2, 3, and 5 HP sizes have capacities from 70 
to 260 gallons per minute and are in the size range 
requested by the petroleum marketers to meet a 
wide range of needs. Any of these models can be 
installed in existing piping to give present facilities 
the pumping capacities to meet today’s needs for 
faster loading. Petroleum handling in new bulk 
plants, airports, terminals or marinas will be com- 
pletely modern with Red Jacket “IN-LINE” pumps. 

These new “IN-LINE” pumps join the advance- 
engineered line of petroleum pumps by Red Jacket 
which include the first practical 4% and 4% HP sub- 
mersible and extractible remote pumps for service 
stations, five sizes of submersible “Big-Flo” pumps, 
of one to five horsepower, for bulk plants and mar- 
keting type stations. Get complete information on 
this Red Jacket Petroleum line from your nearest 
representative or direct from the factory—write or 
call for details today. 
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Design of Petroleum Pumps 
and Motor Works Inside the Pipe Line 


“> 


. | 




















Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan « R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Texas « Henry D. Fairlie, 

76 Beaver St., New York 5, New York e R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Missouri e Joe R. Mooney, 3162 Chartres St., 

New Orleans 17, Louisiana e E. P. “Ted” Mueller, 784 Jersey St., Denver 20, Colorado e R. E. Sanderson, 222 11th St., San Francisco 3, 

California e« A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, California e« A. L. Sobey, 624 So. Michigan Ave., Chicago 5, 

Illinois « Gardner Udell, 1620 E. New York St., Indianapolis 1, Indiana « Lee Vaughn, 3111 N. 34th Place, Phoenix, Arizona 

C. E. “Red’’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, Ohio « Teaco F. Young, = Kelly St., Pittsburgh 8, Pennsylvania 
E. “Al” Zahl, 1516 So. 5th St., polis, 


RED JACKET Manufacturing Company 











PETROLEUM EQUIPMENT DIVISION e@ Davenport, lowa 
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Tires—Batteries—Accessories 
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TUBELESS VALVE TR-570 ~ 
VALVE TR-370 


—— O08 meena 





TR-300 (2 Piece) 
TR-300 ( | Piece) 











i OIA. BOTTOM HOLE DEMOUNTABLE RIMS 
ADAPTER 








TUBELESS VALVE TR-57! 
TUBE VALVE TR-37! 


ipo BOTTOM HOLE DEMOUNTABLE RIMS 





TUBELESS VALVE TR-S7. 
TUBE VALVE TR-572 


625 


TUBELESS VALVE TR-5S73 
TUBE VALVE TR-373 








TUBELESS VALVE TR-SOS 


TUBE VALVE TR-I77A 


TUBELESS VALVE TR-SSO 
TUBE VALVE TR-75A 


TUBELESS VALVE TR-550 
TUBE VALVE TR-I77A 




















How to Match Tubeless Valves 


Valves and rims for tubeless truck tires have undergone rapid change. 
Here’s what you and your dealers need to know about current types 


By B. S. Byall 

Sales Manager, Dill Mfg. Co. 
TUBELESS TIRES have come into wide use for 
trucks, but not without considerable evolution in 
rim design. Rims in use today fall into five basic 
classifications: side-hole demountable rims, steel 
disc wheels, bottom-hole demountable rims, one- 
piece aluminum disc wheels, and sealed flat base 
rims. 

Demountable Rims, Side Hole—These rims are 
used with cast spoke wheels and are held in place 
with lugs. The open mounting ring is welded to 
the long side of the rim. Valve holes are %-in. 
diameter, in the side of the well. A series of 
straight tubeless one-piece metal valves are used 
(see Fig. 1). An optional tube valve, TR302 one- 
piece is not shown; also several extensions of the 
correct length may be used on these rims. 

Steel Disc Wheels—Similar to passenger wheels, 
these are used on nearly all small trucks and 
many of the larger sizes. The disc is riveted or 


welded to the rim. All valve holes are %-in. 
diameter and are in the side of the well. Straight 
tubeless one-piece metal valves are used (see 
Fig. 2). 

Demountable Rim, 1!%4,-in. Bottom Hole — 
These rims are also used with cast spoke wheels. 
The closed mounting ring is welded on the short 
side of the rim. Valve holes are 1%4,-in. diameter, 
in the bottom of the well. 


The tubeless valve consists of a spud mounted 
in the rim and a valve with an “O” ring seal. 
While the rim is no longer used for original equip- 
ment there are still many trucks with these rims 
on the road. The two-piece tube valves are made 
especially for these rims and are not the same as 
conventional tube valves (see Fig. 3). 


Demountable Rim, %-in. Bottom Hole with 
Adapter—These rims and valves are similar to 
those shown in Fig. 3, except that the valve hole 
has been decreased to %-in. diameter, and one 
of two malleable iron castings (TR-VA-1 and TR- 
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FLAT BASE SEALED Ria 














ONE PIECE ALUMINUM DISC WHEEL 











TUBELESS VALVE TR-5I0 


im’: 








TUBELESS VALVE TR-SO7? 
TUBE VALVE TR-78a 


= 











and Different Truck Tire Rims 


VA-2) is used between the tank-type tubeless 
valve and the rim. : 

The castings, known as adapters, are available 
from the rim manufacturer. They are no longer 
used for original equipment. When a tube is used 
both the valve and the adapter are removed from 
the rim. The two-piece tube valve is made espe- 
cially for these rims (see Fig. 4). 

Demountable Rim, %-in. Bottom Hole, One- 
Piece Valve—These rims are also similar to those 
shown in Fig. 3, except that the valve hole has 
been reduced to %-in. diameter and a one-piece 
tubeless valve is used. This valve can replace the 
adapter and valve shown in Fig. 4. 

These rims are being supplied currently as orig- 
inal equipment. The tube valve is made especially 
for drop-center rims, and is the two-piece type 
(see Fig. 5). 

One-Piece Aluminum Disc Wheel—This wheel 
is made from a one-piece aluminum forging and 
is machined to Tire and Rim Assn. specifications. 
Rim hole is %-in. diameter, in the bottom of the 
well. The tube valve is the same as that used on 
conventional tubes, and may be either one-piece 
or two-piece construction (see Fig. 6). 
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Flat Base Sealed Rim—These have the appear- 
ance of conventional flat base rims except that 
the removable flange is sealed with a large “O” 
ring. The valve for tubeless tires is the two-piece 
type and consists of a spud clamped in the ring 
and an “O” ring valve. The tube valve is the 
same as that used on conventional tubes and may 
be either one-piece or two-piece (see Fig. 7). 

Valve Selection—The right valve to use depends 
entirely on rim type and size and may have no 
relation to tire size. Rim size is the distance be- 
tween the rim flanges. 

Inner Tubes—Tubes for all of the above rims 
are made especially for use with each particular 
type, and are not the same as conventional tubes. 
A flap is always used. 

The valves for these tubes are also special ex- 
cept for those shown in Figs. 6 and 7. They are 
two-piece valves (except optionals where indi- 
cated) consisting of a rubber base spud attached 
to the tube by the tube manufacturer and of a 
detachable valve. This makes complete service 
possible for the dealer who carries only one tube 
in each size and one of each of the possible nine 
valves that may be attached at the time of mount- 
ing. hal 





Tires—Batteries—Accessories 





How Manufacturers Aid TBA Marketing 


They promote sales and give many useful tips on how to push TBA and 
services. It's good business to take advantage of it. Here’s how 


THREE EXAMPLES of intelligent, 
helpful TBA assistance given by 
manufacturers: 

e A battery tester maker tells how 
to sell batteries. 

e Antifreeze companies promote 
cooling system service. 

e A filter manufacturer 
replacements. 

Batteries—‘“Every other car on the 


plugs 





NEW TOKHEIM 85 tor skid tank or pedestal 


First UL-listed portable electric pump 
specifically designed for consumer use! 
Easy to handle, economical to operate. 
Capacitor motor, lubricated and cooled 
by product, assures starts at less than 80 
volts. New Tokheim-designed meter has 
horizontal register dial in two sizes, with 
continuous totalizer. Ten feet of hose. 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 


road will need a new battery this year,” 
says Fox Products Co. in an ad- 
vertisement. Fox makes no batteries— 
only chargers and testers. Promoting 
its Fox 200 tester, the company tells 
how device fits into battery mer- 
chandising programs. 

The trick is to locate batteries that 
are going to fail in a month or so and 
to convince the owner to buy now. 


electric bum 


of ite kind! 


Pump and motor integrally built. No 
mechanical seals, no belts, no packing 


@ Lightweight, compact, easy to handle 


Self-priming, rotary vane-type pump- 
ing unit delivers 12 g.p.m. 


Y% h.p. capacitor motor assures low 
voltage starting 


Swivel-type bung adapter simplifies 
installation and handling 


New Tokheim flow-type meter has 
horizontal counter in two sizes 


Aluminum nozzle hooks into protective 
shield which also actuates starting switch. 
Pump shuts off as nozzle is replaced. 
Ruggedly built; corrosion-resistant inside 
and out. Six models. The ‘'85” is one in 
a great new Tokheim consumer pump 
series. Ask your Tokheim representative 
for complete-line bulletin. 


“ae : 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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JOKHEIM 


and Accessories 





A close-up photo of a tester being 
carried to the car has this arresting 
headline: “This is a picture of a 
battery about to be sold.” 

Fox winds up with an offer to help 
lay out a complete battery program. 

Antifreeze—No antifreeze is sold in 
the spring, but that’s when the leading 
antifreeze manufacturers promote 
cooling system care. They carry the 
big load of selling the car owner and 
the dealer on the necessity of draining 
last winter’s antifreeze and getting 
the cooling system in good shape for 
hot weather driving. 

One company, Dow Chemical, 
starts early in the year on its dealer 
information program. Dow learned 
from a motivational study that 
dealers won’t talk up anything they 
don’t believe in. So Dow put together 
an educational program for oil com- 
pany use that explains for dealers how 
a cooling system works and the kind 
of service it needs. 

While the spring campaigns of the 
antifreeze companies are aimed at 
creating a bigger fall antifreeze 
market, they also bring immediate 
benefits to ofl marketers. 

Every customer who comes in for 
a radiator drain is thinking about 
getting his car ready for summer. 
He’s ready to buy—and usually does 
buy—many other car needs all the 
way from radiator hose to a new 
set of tires. 

Filters—April is the month for a 
drive on filter element replacements. 
Purolator first launched an annual 
spring filter campaign a few years 
ago. Again this spring it’ll use na- 
tional advertising to remind car own- 
ers about checking the oil filter. 

That kind of a campaign has many 
side effects. It’s of benefit to the whole 
filter industry, of course, but oil mar- 
keters enjoy multiple benefits. They 
profit from more filter element sales. 
Every element replaced adds to motor 
oil volume. In addition, like all 
seasonal campaigns, the filter promo- 
tion reminds motorists of many other 
car needs that have no connection 
with filters. ca 


NEXT MONTH 


How a single station in St. Louis 
does a $40,000 budget business. 
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GENERAL 
MOTORS 





AC and GENERAL MOTORS 
COMBINE TO BRING YOU 


TOPFLIGHT ENGINEERING e ULTRA-MODERN LABORATORIES 
THOROUGHGOING RESEARCH e CONTINUOUS TESTING 


INTENSIVE QUALITY CONTROL 


All dedicated 
to producing 


the finest HOT TIP 


SPARK PLUGS 


Here’s the real story behind the BIG advantages you » 
have in stocking and selling AC Hot Tip Spark Plugs! 
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SPARK PLUGS 


benefit from these unequalled facilities 


AC SPARK PLUG ENVIRONMENTAL research and testing supplement out- 
of-doors work by using special chambers in which various conditions of altitude, 
pressure, humidity and temperature can be simulated. With such indoor facilities, 
weather can be made to order for immediate research study ... the same kind 
of weather car owners may encounter. 


A TYPICAL AC LABORATORY ot Flint, Michigan, where AC maintains com- 
plete metallurgical, ceramics and mechanical engineering laboratories devoted 
to spark plug improvement through research, and quality through control. The 
complete AC automotive engineering and research staff numbers more than 550 
people devoted to the job of basic research to improve AC Spark Plugs. 


TESTED BY 


TESTED AGAIN BY 


GM 


(To obtain more data on advertised products see page 158) 


AC DYNAMOMETER FACILITIES are loaded with the newest, most modern 
equipment available. This setup makes it possible to run simulated road tests 
right in the laboratory. This equipment permits exact duplication of all types 
of driving conditions. Stop-and-go . . . high-power, open road speed tests... 
the same road conditions found in hill-country driving are duplicated. 


es 
Se Reg a 


FOR MOUNTAIN DRIVING TESTING, GM maintains a test site at Manitou 
Springs, Colorado, at fabulous Pikes Peak. Here operational tests are conducted 
on AC Hot Tip Spark Plugs that go far beyond the demands that will be made 
in normal usage. The use of such facilities help AC to build in ever better cus- 
tomer benefits for you to sell. . . better gasoline mileage, longer spark plug life. 


and proved daily... 
in millions of vehicles* 
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GENERAL MOTORS TECHNICAL CENTER, near Detroit, Michigan, is recog- 
nized by the automotive and allied industries as a monument to the industrial 
significance of the automobile, its design and its engineering. Here GM has 


AT MILFORD, MICHIGAN, stretch out the many acres of the world-famous 
GM Proving Grounds. GM was early to recognize the need for multiple-terrain 
testing of cars and trucks. Here all road conditions are duplicated and all sorts 
of road-testing carried on day in and day out, and ‘round the clock. Tested at 
high speeds and low speeds, over millions of miles, AC Hot Tip Spark Plugs 
prove their better anti-fouling characteristics and longer life. 


‘\ ae 
assembled, in personnel and in equipment, every resource for research and for 
testing—a magnificent complement to AC's laboratories, and one that pays off 
for you through better cars, improved efficiency of every component. 


r 


GM PROVING GROUNDS neor Phoenix. Arizona—take advantage of wide- 
open spaces, desert heat and sand conditions to augment the Milford operation 
AC Spark Plugs are again a beneficiary, for the millions of test miles run at 
Phoenix put new and strenuous demands upon ignition. If even a tiny refinement 
can be made, AC is quick to respond—eager to maintain its reputation for 
leadership. Improved fuel combustion and better performance result. 


The one best proof — the proof that lies in satisfactory performance for millions 
of motorists! More than twenty-five million cars with AC Hot Tip Spark Plugs in 
their high-compression engines have gone into the public’s hands. This, alone, 
is ample reason for dealers to stock and sell AC — the Spark Plug others follow! 
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AGTION 
starts with AC 


..the Spark Plug 
others follow! 


FIRST with the stronger one-piece heat- 
sealed shell construction. 


FIRST in welded side electrode con- 
struction for better heat and electrical 
current conductivity. 


FIRST to incorporate a resistor element 
for elimination of radio interference from 
the ignition system. 


FIRST with fused metal-ceramic seal to 
stop center-wire compression leakage. 


FIRST in the use of unglazed insulator 
tip to resist lead attack. 


FIRST with the aluminum oxide insulator 
in the United States—a patented AC 
ceramic composition! 


FIRSTto use greater "scavenging" area 
between insulator and shell. 


FIRST with the long, thin, recessed, 
quick-heating insulator tip—the AC Hot 
Tip—another AC exclusive! 


FIRST with the copper-core electrode 
to improve performance under special 
high temperature operating conditions 
in commercial applications. 


For more than a half century AC has been the Spark 
Plug others followed. The leadership established by 
AC when cars and trucks became a horse-replacing 
reality has never been seriously challenged by even 
the closest of imitators, This has remained true be- 
cause AC Spark Plug engineering, research, testing, 
and manufacturing development has kept ahead of 
ever-growing engine demands. 


Some two dozen automotive components bear the 
familiar AC initials, attesting to the fact that AC is 
not narrowly limited to spark plug manufacture. This 
wide industry interest enables AC to employ facilities 
it could not offer as a one-product manufacturer. 


AC, sharing some of its basic patents with others, 
pioneered and developed the kind of spark plug that 


HOT TIP SPARK PLUGS 


modern high-compression engines demand, And, in 
addition, AC developed and still offers the exclusive 
Hot Tip design and the metal-ceramic center electrode 
seal which, with AC’s heat-sealed plug assembly, 
completely solves compression leakage. 


There’s still more. You also get the tremendous 
advantages of General Motors’ unsurpassed research 
and testing facilities. You can depend on AC to stay 
ahead in spark plug technology — to provide quality 
products that give you the greatest profit opportu- 
nities, 


1C HOT TIP Spark Plugs are used in more new 
cars than any other brand, and are engineered 


for all makes of cars, trucks and tractors. 


AC SPARK PLUG <> THE ELECTRONICS DIVISION OF GENERAL MOTORS 


(To obtain more data on advertised products see page 158) 
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Provide WHEEL ALIGNMENT SERVICE 
utilizing the same WEAVER TWIN POST LIFT 
you use for lubrication and other services 


If you have a passenger car size Weaver Twin Post Lift — 
and want to use it for wheel alignment service also—then 
you can buy all the necessary equipment needed as Outfit 
WJ-124. ‘It includes; 2—WJ-55 Three-Way Alignment 
Gauges; 1—WJ-56 Tru-Way Toe Gauge; 1—pr. WJ-50 
Turn Radius Gauges; 1—WJ-40 Portable Wheel Alignment 
Tester; l1—pr. WJ-96 Adjustable Wheel Chocks; 1—WJ-54 
Alignment Equipment Display Stand; 1—Baked Enamel 
“Safety Service” Sign. Fast operating gauges give accurate 
readings for Camber, King-Pin or Ball Joint Inclination, 
Caster and Toe—all measured from the spindles. Turning 
radius is checked by Floor Level Gauges. 


This space saving equipment does not have to remain ): i 
idle while waiting for more alignment jobs. This raélless —_— ee ca 
lift can be put to work for under-chassis services rangin , 
from naatentien and tire changing to shock absorber, tt For those not having a WEAVER TWIN POST LIFT 
fler and exhaust pipe replacement and many other under- COMPLETE WJ-114 outfit includes: 
chassis services. Because of its “above-the-floor” Front ; : 
Saddle and “Wide Range” Adjustable Front Adapter de- hesnanaalveatnaiiabes iy ondoogp hale eadlonmgstiatied 
sign, the Weaver Twin Post lifts cars at outer ends of lower Alignment Gauges; 1-WJ-56 Tru-Way Toe Gauge, 
control arms for relaxed front end suspension, yet the  !—pr. WJ-50 Turning Radius Gauges; 1-WJ-40 Port- 
vehicle is supported at its natural load-carrying points. To | able Wheel Alignment Tester; 1—pr. WJ-96 Adjustable 
find out more about this low-cost profit-producing Align- Rear Wheel Chocks; 1—WJ-54 Alignment Equipment 
ment Outfit, ask your Weaver Jobber or write us for Display Stand; 1—Baked Enamel “Safety Service” Sign. 
Bulletin NPN-754. 


Photo above shows equipment ready for service Weaver Alig t Equip t Display stand Wheel can be removed and mechanic can see 
use. holds all necessary equipment. amount of correction for both Camber and 
Caster on the spindle-mounted 3-Way Alignment 


Gauge. 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post Roll-on, Free-Wheel 
and Frame Type Lifts . . . Unit Lifts . . . Bumper Jacks . . . Car Washers . . . Wheel Alignment 
Equipment . . . Headlight Testers . . . Brake Testers . . . Wheel Balancing Equipment . . . Jacks 
- » « Wheel Dollies . . . and Air Compressors. 
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Molysulfide CHASSIS GREASE 
BRINGS ’EM IN—AGAIN AND AGAIN! 


—and that’s how quotas are made 


It’s one thing to get a new customer. It’s something else 
to hold him! “Moly” chassis grease gets new business 
for your stations — AND HOLDS IT — because “Moly” 
grease gives the motorist benefits he can feel . . . hear 
... understand. With a “Moly” grease job, his car steers 
easier, gives him a softer, quieter ride all through a nor- 
mal grease period—because “Moly” grease reduces wear. 


You can promote these tangible benefits with con- 
fidence! They're backed by a two-year, 2,000,000-mile 
road test just completed by an independent research 


organization. Some of the results of this research are 
outlined on the next page. 

Of special interest to you from a sales standpoint is 
the fact that, as more leading marketers adopt “Moly” 
chassis grease for service stations, new thousands of 
motorists are experiencing its advantages. That means 
greater demand for “Moly” grease—greater opportunity 
for you to attract new business for your stations. 

“Moly” grease will help you bring em in—and bring 
‘em back . . . not only for grease jobs, but also for gas, 
TBA... everything for which you have a quota! 


CLIMAX MOLYBDENUM 











2,000,000-Mile Road Test Proves 
“Moly” Chassis Grease Reduces Wear 
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Write for your copy of ‘* ‘Moly’ Grease Brings More Business to Service 
Stations."’ This new brochure tells how one major oil company used 
“‘Moly"’ grease to promote sales. Climax Molybdenum Company, a Division 
of American Metal Climax, Inc., 500 Fifth Avenue, New York 36, N. Y. 
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OPW Corp. (A-3) 


Panef Mfg. Co., Inc. (B-4) 

Paragon Oil Co. (N-4) 

Patent Chemicals, Inc. (N-1) 

Patent Chemicals, Inc. (N-5) 

Petelco, Inc. (A-8) 

Plasti-Line, 

Pure Oil Co. (G-5) 

Purolator Products, Inc. (After-Market 
64-65 

Purolator Products, Inc. (Industrial Div.) 


Quaker City Iron Works (G-8) 
Quincy Compressor Co. (C-8) 


Radio Advertising Bureau (J-3) 
Raybestos-Manhattan, Inc. (B-5)....... 
Red Jacket Mfg. Co. (K-7) 

Reynolds Ink, Inc. (M-7) 

Richfield Oil Corp. of New York (C-2). 23 
Rockwell Mfg. Co. (G-4) 70- 
Rockwell Standard Corp. (F-3) 

Rotary Lift Co. (G-1) 


Scovill Mfg. 

Scully Signal Co. (J-5) 

Sinclair Refining Co. (H-9) 

Skelly Oil Co. (G-9) 

Smith Corp., A. O. (O-6) 
Socony-Mobil Oil Co., Inc. (A-4).... 
Stewart-Warner Corp. (B-7) 
Stewart-Warner Corp. (G-6) 

Stran-Steel Corp. (M-6) 


TBA Associates (M-4) 
Ten Hoeve Brothers (L-8) 
Tokheim Corp. 

Tokheim Corp. 

Tokheim Corp. 

Tokheim Corp. 

Tokheim Corp. 
Trailmobile, Inc. (K-5) 
Tyrex Inc. (D-7) 


United Motors Service—GMC (E-3).. 44 


United States Air Compressor Co. 


-3) 
U.S. “Rubber Co. (N-9) 
U.S. Rubber Co. (C-1) 
Universal Oil Products Co. (D-9) 


Veeder-Root, Inc. (H-4)........ pk ews 
Viking Pump Co. (C-6) 


Wagner, Inc., Paul (L-9) 
Watson Co., H. S. (5-6) 


Weaver Mfg. Co. ri) 
Wheaton Brass Works (E-9) 
Whiteway Mfg. Co. 
Wilson’s Sons, Inc., Wm. M. (M-1)... 
Wilson’s Sons, Inc., Wm. M. (O-2)..188 
Wood Co., John (Bennett Pumps Diy) 

-1) 


Wood Co., John (Bennett Pumps Div) 
-2 


(D-5) 
Wood Co., John (Bennett Pumps Div.) 


Professional Services 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Manager 


Employment Opportunities 
Special Services 
Business Opportunities 
Equipment 
Used or Surplus new 
For Sale 
Wanted 





Regional Sales Representatives 
W. J. Parkin, Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
M. H. Miller, Jackson 3-695! 
BOSTON 6, 350 Park Square Bldg., 
Charles W. Haines, Hubbard 2-7160 
CHICAGO 11, 520 North —— Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 15, 1164 Illuminating Bldg., 
55 Public Square, 
Walter G. Berger, Superior |-7000 
DALLAS 1, 901 Vaughn Bldg., 1712 Com- 
merce Street, 
Robert T. Wood, Riverside 7-5117 
DENVER 2, Mile High Center, 1740 Broad- 
way 
A ‘Ww. Patten, Alpine 5-298! 
HOUSTON 25, 724 Prudential Bldg., 
Robert T. Wood, Jackson 6-128! 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue, 
Charles W. Haines, Oxford 5-5959 
PHILADELPHIA 3, & Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
SAN FRANCISCO 4, 68 Post Street, 
W. C. Woolston, Douglas 2-4600 
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You can use these handy 
Reader Service Cards for 


Cy 
© 
©) 


telcos CliclLMelaMe Adal LAD cha 
TatieiaiileiiliMmircliuM: eh caihcie 
Reprints of Editorial Articles 


New or Renewal Subscriptions 


The Latest in NPN Reprints 


Use Reader Service Card area “C” to order the reprints 
you want. We'll fill your order and send you a bill. 
Prices quoted are for single copies; quotations for bulk 
orders are available on request. 


e Nine Ways to Outsell Gas Heat—All the ammunition 
a heating oil man needs for a head-on assault on his 
toughest competitor. 4 pages—$0.25. Reprint R10 


e How to Sell Your City Council on a Station Permit 
—A step-by-step plan that shows you how to use avail- 
able local statistics to prove that service stations are 
safe. 4 pages—$0.25. Reprint R9 


e What’s New in Lighting—Why good station lighting 
means more sales, and how to make improvements in 
your own lighting systems. 8 pages—$0.50. Reprint R7 


e Trading Stamps—Most comprehensive study ever 
made on stamps in oil marketing. Tells you how valu- 
able stamps are, how to combat them, how to control 
them, what’s ahead for them. 12 pages—$0.75. Re- 
print R6 


e What's Bothering Dealers—And what you can do 
about it. An analysis of Dow Chemical’s controversial 
dealer motivation survey. 6 pages—$0.50. Reprint R5 


e Want Your Salesmen to Sell More TBA?—A four- 
step program to help your sales reps build higher 
volumes. 6 pages—$0.50. Reprint R4 


e How to Merchandise Your TBA Budget Plan— 
Tells you how an alert merchandiser can really make 
a budget plan pay off. 6 pages—$0.50. Reprint R3 


e Is There Room for You Today in LP-Gas?—-LPG’s 
status, opportunities and obstacles, for distributors 
facing a decision and major reps who work with 
smaller marketers. 6 pages—$0.50. Reprint R1 


e Tuneup—Brings you up to date on this booming 
source of station profits. Tells you what equipment 
your dealers need, what it will cost, who should and 
shouldn’t be doing tuneup today. An indispensable aid 
to any marketer interested in the tuneup field. 12 
pages—$0.75. Reprint R11 





What's New in Equipment .. . 





Special 
manifold 


A 4-in. fabricated truck 
manifold has been special- 
ly designed for a major 
oil company by Betts 
Machine Co., Warren, Pa. 
A block valve enables 
the hauler to unload two 
products simultaneously. 
Photo shows Clifford R. 
Betts II, grandson of 
company president Clif- 
ford R. Betts, surveying 
the 6-ft., 6-in. length of 
the completed unit, long- 
est ever made by Betts. 
In addition to preventing 
intermixing of products, 
the built-in block valve 
eliminates the need for 
a gate valve, thus doing 
away ‘with two-gasket 
joints, often a source of 
leaks and a cause of 
costly maintenance. 


Two island merchandisers 


These merchandisers have been designed by Uni- 
versal Lighting Products, Inc., 55 Bergenline Ave., 
Westwood, N.J. Both Series A-1 (right) and B-1 
feature completely enclosed transparent display areas 
for TBA merchandise. The Series A-1 unit also 
contains a built in storage rack for empty oil cans, 
complete with oil salvage drip pan. Wrap-around top 
and canted oil display shelves are designed to get peak 
illumination from island canopy light. Both mer- 
chandisers are easily and safely secured at night by 
locked metal covers, quickly attached or detached. 


Mobile brake shop 


. is claimed by manufacturer to be 
the first such assembly. Included is 
brake drum lathe; brake shoe grinder 
and accessories to handle passenger, 
light truck and most medium truck 
work; tool board and sign. 

Circle No. 1 on Reply Card 


48-in. pumps 


. . are offered at “a substantially lower 
price” according to the manufacturer. 
Known as the Marketor line, pumps fea- 
ture stainless sides and top; concealed 
base; wide-angle visibility; overhead- 
lighted eye-level dial with or without 
brand panel. 

Circle No. 2 on Reply Card 


Power jack 


. is operated by a 12-volt automotive 
battery. Battery, automatic charger and 
hydraulic gear pump are all contained 
in power case at rear of the jack. Lifting 
cars to 30-in. height said to require only 
10 seconds. 

Circle No. 3 on Reply Card 


AT tools 


. are said to make band and throttle 
linkage adjustments quick and easy on 
all automatic transmissions. Designed for 
station operators who want to get started 
in automatic transmission service. No 
dropping or disassembling of the trans- 
mission is necessary. 


Circle No. 4 on Reply Card 
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Consumer pump line 


. consists of eight new models of 
15- or 22-gpm capacity for fleet, private 
garage, farm or boat livery use. Can be 
used as pedestals for remote control 
systems. Available with straight-reading 
or ticket-printing registers. 

Circle No. 5 on Reply Card 


Three new axles 


. of the two-speed, double-reduction 
type have been introduced for heavy- 
duty International trucks, They are 
available for Model A-184 and AC-1890, 
and the 190, 200 and 220 series Inter- 
national trucks. 

Circle No. 6 on Reply Card 
(Continued) 
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What’s New in Equipment 





Mobile Lube Display for Aro 


As a new sales aid, Aro Equipment 
Corp. is taking display equipment right 
into the ‘front room’ of marketers. An 
assortment of pumps, standard-length 
hose reels and cabinet models has been 
assembled into a traveling display. 

The equipment is installed exactly as 
it would be in a service station. Tubing, 


fittings, regulators and hardware are link- 
ed in correct sequence to show how an 
installation should be laid out. 

A built-in generator and compressor 
operates the equipment without the need 
of an outside power source. Heater, air 
conditioner, refrigerator and _ coffee- 
maker are included in the van. 





Pump Models Go on the Road 


Oil men in division offices are now 
able to look over a line of non-computer 
pumps for farm, industrial and commer- 
cial fleet accounts, William M. Wilson’s 
Sons, Inc., of Lansdale, Pa., have out- 
fitted a small truck as a mobile display 
room that can be brought right to the 
customer’s door. 

Distributors handling Wilson’s Gasboy 
line arrange for local oil marketing men 


to pay a visit to the traveling display 
while it’s in their territory. Finished mod- 
els and principal components can be 
studied, and a slide projector throws pic- 
tures of typical installations. 

The traveling display not only informs 
prospective customers of the features of 
Wilson pumps, it also provides a place 
to hold service clinics for oil company 
maintenance men. 





New pump line 


. . « includes Model 400 (left) only 
48 in. high, and Model 420 with two 
24-in. fluorescent tubes, which is 52-in. 
high. Both feature large areas of 
stainless and chrome. Only lower door 
panels are finished in baked synthetic 
or porcelain enamel. Dual units and 
remote dispensers are available in both 
models. 


Circle No. 7 on Reply Card 


Windmaster sign 


. « « is said to be uniquely counter- 
balanced so as to use wind force to 
increase its stability. Large price num- 
bers easily mounted; simple means for 
attaching 46-in. by 70-in. advertising 
copy. 

Circle No. 8 on Reply Card 
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Six-inch valve 


. .. for aircraft fueling-defueling service 
offers less than 0.3-psi friction loss at 
fueling rate of 600 gpm or defueling rate 
of 150 gpm. Body and cap of Model 6x3 
FDF is heat-treated aluminum that will 
withstand over 400-psi burst pressure; 
plug is aluminum bronze, chrome plated; 
weight, 30 Ibs; 11 in. cross flanges; 10% 
in. over-all height. 


Circle No. 9 on Reply Card 


Elastomer resistance 


. . to fuels of high aromatic content 
is the subject of a report on recent tests. 
Eight rubber compounds were tested in 
contact with both laboratory fuel blends 
and commercial high-octane gasoline 
samples bought at service stations. 


Circle No. 10 on Reply Card 





Dual pump 


. . called the “Trim Twin” is exactly 
the same width as standard single 
pumps. Fluorescent lighting illuminates 
both dial faces. Two giant product-ad- 
vertising panels help the customer ident- 
ify the brand. Each self-contained dual 
has standard Bennett pumping units, an 
all-metal meter for each product and 
two computers. 


Circle No. 11 on Reply Card 


Portable tuneup set 


. is housed in a metal carrying case 
with convenient lead compartments. 
Testers are locked in place but are re- 
movable for individual use. Set includes 
tachometer, 6/12-volt powerlite, vac- 
uum gage, fuel pump gage. 

Circle No. 12 on Reply Card 


Hubcap tool 


. . . both removes and replaces hubcaps. 
A twisting, rolling motion of flattened 
and takes hubcap off; the weighted, 
rubber-protected end taps it back in 
place. Also useful for grease caps, re- 
tainers and brake work. 


Circle No. 13 on Reply Card 


. . . for displaying changeable copy at 
service stations consists of mounting 
brackets, strip panels and font of Plexi- 
glas letters. Available in 5-ft.-long units 
finished in baked enamel. 

Circle No. 14 on Reply Card 


(Continued) 


NATIONAL PETROLEUM NEWS * March, 1959 





COMPCO _ 
antilever lights 


a 
a 


a 


SEE the improvement ... | FOR USE WITH ALL POPULAR OUTDOOR 
in effective lighting LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


FEEL the difference eee © versatile...gives more light over a 
ee taal wider area. Island, perimeter and approach 
in increased sales lighting in one efficient unit. 


When you upgrade and 
y Ps attractive... beautiful streamlined design 
modernize your service adds the “modern touch” that brings 
customers to your pumps. 


station with Compco | 
Cantilever lights with 7: economical...Surprisingly low original 


equipment cost. Built-in efficiency assures 
fi ull | ight control re f lector a minimum operating and maintenance costs. 


shee, 
r ° i +o > ’ 


BEFORE 
CORPORATION 


1800 N. Spaulding Ave. Chicago 47, Ill. 
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New way to cut costs, increase profits: 


PERMANENTLY-ATTACHED HOSE COUPLINGS 


Scovill’s permanently-attached fuel oil and gasoline 
pump hose couplings can save you money by elimi- 
nating the unnecessary... the hidden... costs of re- 
attachable couplings. These unseen costs include such 
expenses as removal-time of old hose couplings, stor- 
age, shipping, paper work, re-attachment and more. 
Hidden costs added to the higher initial cost of re- 
attachable couplings mean one thing: it will actually 
cost you less to throw away a used Scovill perma- 
nently-attached coupling than to recondition a re- 
attachable coupling for re-use. 


a ex-Y-mmoreleteliiar-a— 


(To obtain more data on advertised products see page 158) 





It’s easy to see Scovill permanently-attached coup- 
lings save all along the line. In addition, distributors 
who handle hose can now buy fuel oil and gasoline 
pump hose couplings right from Scovill to save up to 
1/3 the former cost! And direct-to-distributor ship- 
ment means they can sell coupled hose to oil companies 
at better-than-competitive prices. For full details on 
the advantages and savings of modern permanently- 
attached hose couplings, write: Scovill Manufacturing 
Company, Hose Coupling Department, Waterbury 
20, Connecticut. 


by SCOVILL 
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Utility truck bodies 


. are made especially for the Jeep 
chassis. Included are adjustable or per- 
manent shelves in all compartments as 
well as adjustable and removable shelf 
and tray dividers. Double-panel doors 
keep compartments watertight. 

Circle No. 15 on Reply Card 


New frame lift 


. is claimed to offer extreme strength 
in half the space of conventional lifts. 
Support members are half as small in 
all dimensions and telescope to desired 
length based on type-of-car dial. Also 
offers rapid lift action. 

Circle No. 16 on Reply Card 


Literature ... 





New 10-in. manholes 


. . . for service stations are described 
in Bulletin NP-26. Features are 7%-in. 
skirt suitable for stations with thick 
concrete driveways, and 10-in. inside 
diameter giving room for connecting 
tight-fill elbow to fill pipe. 


Circle No. 17 on Reply Card 


Truck hoists 


. .. for heavy-duty truck and bus service 
are described in new set of bulletins. 
Four truck models and four bus models 
are Offered, with lifting capacities from 
2,000 to 40,000 Ibs. 

Circle No. 18 on Reply Card 


Firing systems 


. . . for industrial heating or processing 
applications are covered in new folder 
No. 5843. Described are packaged 
forced-draft systems for use with distil- 
late or heavy fuel oil, or natural, LP 
or manufactured gas. 


Circle No. 19 on Reply Card 
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What’s New in Equipment 





Motor oil tables 

. . and related service data are included 
in a new issue of the Chek-Chart Serv- 
ice Bulletin, covering all 1959 car 
models. Shows crankcase and cooling 
system capacity, battery, filter and latch 
locations. 

Circle No. 20 on Reply Card 


Equipment Suppliers . . . 





A record-size oil discharge hose, 8 
in. by 600 ft. in one continuous length, 
has been shipped by Quaker Rubber 
division, H. K. Porter Co., to Frobisher 
Bay military base. Hose floats on in- 
flatable pontoons. 


* 

White Motor Co. is aiming a pub- 
licity program at conflicting state truck 
regulations. White points out the incon- 
sistency of building the federal highway 
system to uniform specifications while 
compelling the trucks that run on them 
to meet a wide variety of laws. (Weight 
limits range from 56,000 to 78,640 Ibs.; 
truck length regulations vary from 45 
to 65 ft.) 


° 

Viking Pump Co., Cedar Falls, Iowa, 
has appointed Loebel Engineering, Inc., 
3220 N. 126 St., Brookfield, Wis. (a 
Milwaukee suburb), as distributor of 
Viking pumps for Wisconsin, excluding 
the northwest section. 

* 

Deming Co., pump manufacturer of 
Salem, Ohio, recently bought the pump 
business of Seren Machine Products Co., 
Chicago. Tools and inventory of rotary 
gear pumps have been moved to Salem. 


Equipment People . . . 





Freyer 


Hal F. Freyer is 
now general sales 
manager of Aro 
Equipment Co., 
with headquarters 
at Bryan, Ohio. 
He succeeds C. A. 
Stutzman, who 
now heads Aro 
Equipment of Cali- 
fornia, a _ subsid- 
iary, John J. 
LeVan, Jr., former 
supervisor of farm 
sales, succeeds Freyer as manager of 
the New York branch. 
Freyer was at one time Midwest re- 
gional manager and assistant sales man- 








| 
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INDIANA 


For every size consumer- 

commercial account. 

NEW ALBANY WELDING WORKS | 
R.D. #3, P.O. Box 495C 
Jeffersonville, Indiana 


NEW JERSEY 








OPW Valves and Fittings 
Blackmer Pumps 
Erie Pumps and Equipment 
Price Signs 

e Repair Parts for 
all Pumps 


TEN HOEVE BROTHERS 


359 Mclean Bilvd., Paterson 3, N. J 








NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 £. Excha St., Akron 4, Ohio 
P efferson 5-8215 

a a 0.P ~ ag in 
West .P.W., Lines 
N ume, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose. 
211 Lincoinway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 











Oll Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
380 West 42nd S$t., New York 386, N.Y. 
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ID E*-mamic PACKAGED SIGN PROGRAMS 


* Dealer 
Xdentification 


it's what’s behind the sign 
that counts 


It takes tremendous creative ideas. It takes fastidious attention to design, 
craftsmanship, production and shipping. We do it with skilled and 
interested people in a completely modern plant to make your sign 
program flow smoothly from idea to installation. 
\ It has made us the important leader in the field. 
We can help you . . . now! 


Knoxville Ex. Tennessee 


Sponsors of the famous Plasti-Line Sign Clinic, Sept. 29-30, Oct. 1 
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ager before he took over the New York 
branch. Stutzman, a former oil man 
served as New England and Western 
regional manager before going to Bryan 
as sales manager. LeVan represented a 
farm machine manufacturer before com- 
ing to Aro in 1957. 
* 

Barney D. Wil- 
moth has _ been 
named field engi- 
neer for Clifford 
B. Hannay & Son, 
Inc. He will serve 
primarily the cen- 
tral eastern and 
midwestern areas 
but will be avail- 
ble for calls any- 
where in the U.S. 
and Canada. Wil- 
moth, who flies Wilmoth 
his own plane on business trips, was 
formerly a maintenance and field engi- 
neer for crude producers. A graduate of 
Staunton Military Academy, he attend- 
ed Dartmouth College and took special 
petroleum courses at Franklin and Mar- 
shall University. 


* 

Donald O. Elert has been named sales 
manager of Milwaukee Valve Co., sub- 
sidiary of Controls Co. of America. He 
was formerly vice president in charge of 
sales for Rundle-Spence Mfg. Co. 


What's New 





Seated cabic, with 
Payorettyoe atugs 


Fee! samoty hee cutter 
) Gewnie hunt inter | 


©® 


Marmetic atly-sested 
ctectne moter + 


@®® 


Btarnioss vtec! bore 
head sepsrates 
imagery 


Drive © hrowgn co. 
same magnets 
7 Laminated emperor 


)@) 


New Tokheim In-Tank Pumps 


. for trucks, formerly supplied as 
original equipment by Tokheim Corp., 
Ft. Wayne, Ind., is now available on 
the after-market. The Tokheim Model 
558 is a magnetic-drive submerged 
pump, rubber mounted and suspended 
from top of gasoline tank by an ad- 
justable hanger with a 12-in. to 26-in. 
range. It fits any standard safety tank, 
—cylindrical, step or saddle type. 

It is claimed that new pump posi- 
tively eliminates vapor lock; outlasts 
any conventional pump; maintains full 
fuel flow under constant pressure under 
all conditions; permits open-throttle 


driving without burning out valves. 
Available as complete installation kits 
or as separate components. 

Circle No. 21 on Reply Card 


Tire balancer 


. is claimed to take the guess out of 
splice and valve placement in retread 
shops. Locates by gravity best place 
for camelback splice before retreading, 
and best spot for the valve stem after 
retreading. 

Circle No. 22 on Reply Card 


(Continued) 





Get a new grip 
on a big market with 


MY:Torip 


Balitiny Hold-Downs 





This small addition to your line will 
make a big difference in your — 
picture. My-T-Grip battery hold- 
downs are money-makers because 
every car owner is a potential cus- 
tomer. ““T'wo-fisted” battery protec- 
tion sells on sight. They’re new be- 
cause only 2 sizes (6-Volt & 12-Volt) 
fit all passenger cars. You need less 
storage space, inventory. You get 
faster turnover, bigger profit mar- 
gin. For further facts on these little 
profit-builders, contact: 


TBA ASSOCIATES 


RR 19, Box 117 * Indianapolis 20, Ind. * Telephone: Liberty 7-7997 
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100% 
Sales 
Increase 


By: Samuel Alderman 


Alderman Oil Co. 
Waterbury, Conn. 








e had been selling a line of good 

oils for 15 years before we had & 6 : i 
the opportunity to distribute a really high-quality lune. We had aiways 
considered ourselves as oil specialists and did a good selling job, but 
we found we needed a greater prestige product and research service 
behind us to further develop our business. We took on the Amalie 
Pennsylvania Oil and Lubricant line because it had the right product 
for every job. 


Our volume with the Amalie Pennsylvania Oil and Lubricant line has 
doubled in the past 5 years. And the amazing high percent of repeat 
business promises even greater growth in the future. 


When we say Amalie has upped our sales we refer to the excellent 
marketing program with which the Amalie —— backs their fine 
products. Amalie cooperation, in our 20 years of oil experience, is the 
best in the industry. Their field representatives are eager to assist in 
planning; promotion campaigns and material are “on target” and 
really helpful to our dealers. And the cooperation of refinery research 
experts, with their analysis service, has been directly responsible for 
opening many valuable new accounts who had special lubrication prob- 


lems. 
AMALIE DIVISION, L. Sonneborn Sons, Inc., Franklin, Pa. 
Send Please see me immediately regarding the pro- 
this ° 
Coupon 
Today! 


fitable AMALIE proposition. 


Address 


(To obtain more data on advertised products see page 158) 
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TRANSPORTATION: From oil well to oil refinery to distribution terminal 
... by pipeline, tanker, barge, tank car and tank truck... Atlantic assures dis- 
tributors and dealers a dependable supply of product at the lowest possible cost. 


A q i i \ ral THE ATLANTIC REFINING COMPANY 
- me \ ~~ | Producer, refiner and marketer of quality petroleum products 


b. 
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What’s New in TBA 





double-tier tire racks, bat- 


. consists of a combination of dis- 
play shelves 
tery display and perforated display pan- 


els. The Shure Model 7060 is 7 ft. high 
by 18 ft. long, finished in multiple coats 


of high-temperature baked enamel. 


Display unit 


Circle No. 23 on Reply Card 


adjusting 
spindles. 
mounts on 


y Card 


and 
front 


in application, 
4 on Repl 


centralizing 
detecting bent 
2 


. . . is a new combination brake shoe 
Circle No. 


and drum gage for diagnosing brake 
front spindles, tapered and flanged rear 


Brake shoe set 
axels. 


troubles, 
Universal 


shoes, 


. . » is equipped with two types of 


mounting clips. One type slips over the 
top moulding, if the door has a mould- 
ing; the other comes with screws for 
doors without moulding. Rubber pull-bar 


Auto shade screen 


(To obtain more data on advertised products see page 158) 
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What’s New in TBA 





tips protect window frame. Heavy spring 
assures long life of screen. 


Circle No. 25 on Reply Card 


New Las-Stik packages 


- are now available for the com- 
pany’s White Tire Cleaner and Leather 
Cleaner. Both are now offered in aero- 
sol containers, although they will also 
be furnished in conventional cans with 
built-in sprayer. The Leather Cleaner 
is suitable for use on all types of vinyls 
and _ plastics. 


Circle No. 26 on Reply Card 


TBA Suppliers . . . 





Fram Corp., Providence, R.I., has ac- 
quired all the outstanding stock of 
Donaldson Co. (Canada) Ltd., located 
in Chatham, Ontario. Donaldson makes 
carburetor air filters and will enable 
Fram to offer a complete line in Canada. 


e 

Bear Manufacturing Co., Rock Island. 
Ill., is bringing out its Model 140 Uni- 
versal Passenger Car Outfit to enable 
service stations to get a start in wheel 








HAVE TOMORROW’S STATION TODAY WITH 


“GASILE’” 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 


WRITE FOR INFORMATION OR PRICES 


Ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 9-4470 * 


2915 WEST LEIGH STREET * 


RICHMOND 21, VIRGINIA 











Specify 


Stenciling, color coding and identification marking 
have now become clean, quick and easy. Container 
sprays a dense, compact cone of specially formulated 
ink at the touch of a finger. Ink is very opaque. Dries in 
seconds. No smear, smudge or curtaining. Not to be con- 
fused with slow drying paints, lacquers and enamels. 
Easy to store. Always ready to use. No cans to open; no 
pots or brushes to load. No drying out, no waste, no mess. 
Saves time. Specify Reynolds,—the original, proven 
best ink for any marking. A trial will convince you/ 


For any Stenciling or Marking on 


Corrugated Boxes * Wood * Metal ¢ 
Paper * Concrete © Fiber * Fabric ® 
Painted * Plastered * Glass © Stone 
or any other porous or 
non-porous surface 


REYNOLDS INK=, 


QUICK DRYING — WATERPROOF 


9 Colors—Each packaged in the handy 
easy-to-use 12 oz. Aerosol Container 


STENCIL 
INK 


ying 
tnick DRYING ppatl 


"'H Uricitwt agmeson pespewst 


* 


GET FULL DETAILS! 
Write Today for Fully 
Descriptive Bulletin 
No. 58. 
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REYNOLDS INK, Inc. 


4544 EUCLID AVE. © CLEVELAND 3, OHIO 








alignment work. It consists primarily of 
a fully adjustable, floor-type drive-on 
rack. All necessary tools for checking 
alignment and making “built-in” adjust- 
ments are included in this basic mini- 
mum-investment package. 


MONTHS : 
WARRANTYS $ 
The New Diller Battery Co., Des 

Moines, Iowa, is using a shipping car- 
ton in which a pull-out panel doubles 
as a written warranty and also exposes 
the battery for display purposes. The 
warranty panel is a convenient size for 
the customer to keep in his glove com- 
partment. Carton also provides space for 
price and warranty terms, and carries 
printed installation and warehousing in- 
structions with electrolyte chart. 


TBA People... 





Garvin A. Drew 
is the new general 
manager for the 
Schrader division 
of Scovill Manu- 
facturing Co., Inc., 
suceeding Seldon 
T. Williams, who 
has moved up to 
president of the 
parent corporation. 
Drew has_ been 
with Schrader since 

Drew 1925, most of the 
period in sales capacities. He was most 
recently general sales manager, and be- 
fore that Pacific Coast manager. 

y 

TBA men who are or recently have 
been ill include Ray Mizener, Dill Man- 
ufacturing Co., whose address now is 
841 N.E. 47th St., Ft. Lauderdale, Fla.; 
R. B. Carpenter, Standard of Kentucky, 
2411 Broadmead Rd., Louisville 5, Ky.; 
and John C. Harris, Seaside Oil Co., 
330 State St., Santa Barbara, Cal. 


e 

R. M. Gschwind has been named TBA 
marketer in the four-state Toledo divi- 
sion of Gulf Oil Corp. Gschwind has 
been with Gulf 25 years, most recently 
in charge of the contractor, fleet and 
transportation market. 
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FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 


CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid = | S| ee O LATO ee 


PRODUCTS, INC. 
RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 
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DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT ® THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates CALL US COLLECT 
be ed wide 

Sabine ~ FOR FAST 

specifications. hy ACTION 
te " , 

Samples and PHONE 


description ; Mulben y 
MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 
upon request. FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Gasoline: Signs of Strength 


HOLESALE GASOLINE markets are entering the spring season buoyant as 

a March breeze. Prices may not be where refiners would like to have them, 
but there’s a prevailing note of strength in the gasoline end of the business. This 
is particularly true at the Gulf where even in good times there always seems to be 
a discount cargo available if a buyer looks around long enough. 

Actually, some areas might well shape up somewhat as a seller’s market. Many 
refiners believe this but are cautious about saying so. It’s been six years since 
they’ve had a good spring market, and they’ve seen good markets turn sour for 
no apparent economic reason. A newcomer in a territory can do it. A clash of 
personalities among service station operators often touches off costly price wars. 
Stamps can do it. 

But with strikes at Gulf’s 285,000-b/d Port Arthur plant and at Shell’s 165,- 
000-b/d Wood River refinery, roughly 10% of the daily gasoline made in this 
country has been lost to the market. It amounts to more than a million barrels 
of gasoline every five days. That’s more than 50 T-2 size cargoes a month. (For 
more about the strikes, see page 93.) 


Pressure on Barge Rates 


Barge users likely will benefit from March 1 reduction in Little Big Inch tariffs 
regardless of whether they use the line. Chances are that barge operators will be 
more amenable to rate-cutting ideas over the next few months to hold customers. 

With new rates for gasoline on the Inch figuring out to about 0.185¢ gal. per ton 
mile, last winter’s barge rates of 0.225¢ to 0.25¢ per ton mile might well drop to 
0.185¢. Another possible factor putting downward pressure on barging rates is that 
Great Lakes Pipe Line soon may expand its capacity into Franklin Park terminal 
at Chicago. 


Commotion in Resid Markets 


On the East Coast, the trade has been discussing the effect low-sulfur residual 
fuel from Russia might have on prices in Baltimore-New York area. While reports 
in the daily press put delivered prices at $2.35 bbl., some traders believe delivered 
prices are nearer $2 bbl. on an amount said to be about a cargo a month for a 
year. But even at $2.35, it’s still a bargain compared with $2.25 to $2.35 FOB US. 
Gulf. 

e When gas was shut off to industries in the Detroit area beginning Feb. 2, 
refiners stepped in and sold unusually large amounts of heavy fuel. Some suppliers 
with a transportation disadvantage hoped the volume would bring higher prices. 
Others, however, held the line on prices for more than two weeks as a step toward 
good customer relations. 

e Chicago’s black oil market might be kept unsettled this summer, especially 
if resid tends to be a little sloppy. It all stems from what one supplier considers a 
low bid (7.89¢ delivered) by a competitor on 300,000 gal. of high-sulfur fuel to 
Chicago Sanitary District for February-A pril delivery. Such a price in a tight mar- 
ket indicates the supplier may be rough on competition when supply eases. 





YOUR GUIDE TO NPN PRICES 


Market barometer Say page 175 
Refinery and terminal prices . 76 
Key crude oil prices wee ee 177 
Tank wagon prices .......... ; . 78 
Gasoline consumption by states . 180 
Gasoline prices for 55 cities 181 
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“We put New Gulf Solar Heat in the 


« ¥ 4M 
hothouse and raised profits 
says Foss Sturdy, mgr., Latour Fuel Oil Co., Saranac Lake, N. Y. 


‘“‘A HOTHOUSE, with its round-the-clock 
burner operation, is one of the best cus- 
tomers a heating oil dealer can have. That 
is, if you don’t get too many service calls 
cutting your profits. 

‘‘Well, we thought we were doing OK 
when we established a schedule of check- 
ing the equipment only once a month. 


“But along came new Gulf Solar Heat 
and now we check the hothouse burner 


(To obtain more data on advertised products see page 158) 


only twice a year! Even then the installa- 
tion requires very little attention.” 


That’s new Gulf Solar Heat for you. 
Truly a revolutionary new kind of heating 
oil that burns so clean, it practically elimi- 
nates service calls . . . and adds to profits. 

Find out how you can run a more prof- 
itable operation with new Gulf Solar Heat. 
Call your nearest Gulf office for complete 
details. No obligation, of course. 


Go one better—Go Gulf 


SOLAR HEAT 


heating oil 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE 


KEROSINE 


TEST COASTAL CRUDE 
‘ LOW COLD 


NO. 6 FUEL 


YEAR 50 52 54 56 JFMAMJJASOND 
1958 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


SPREAD: 
OVER CRUDE 





YEAR 50 52 54 56 JFMAMJJASOND 
1958 








PRODUCTS VS. CRUDE MID-CONTINENT 


YEAR 50 52 54 56 JFMAMJJASOND 
1958 


PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 





YEAR 50 52 54 56 JFMAMJJASOND 
1958 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery 
markets and 7 crude producing areas, east of California. 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, including California. 
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MARKET BAROMETER 



























































No. 6 fuel, no 
sulf, 


Refinery and Terminal Prices 








All prices are supplied by Platt’s Oilgram Price Service, NPN’s as- 
sommes ublications. Arrows indicate upward or downward movement 
Pp preceding the arrow. Prices as of February 17. Last pre- 


the 
vous listing: January 12. 


Motor Gasoline 


2211625-12.625 
12 211/25-12.25 
"1 40:75-11.75 


12, .9.125-10.125 
‘9-10 


12.3 


14,.9A-18.2 
12.44-15.7 
-. 18.6 
- 151 


eee 14.4-14.65 
. - 14,15-14.65 
12.4-12.65 
12.15-12.65 


eb 


13.25 

«  11.625-11,75 
11.5 
11.25 


15W-15.5 
13W-13.25V 


- - 15.45-16.25 
15.2 


Jacksonville, ee 

97 oct. prem... , 

90 oct. reg....... : 

Miami, Fla. 

97 oct. a. dé 

90 oct. reg.. 

Minneapolis-St. Paul, —. 
99 oct. prem 6.06 

89 oct. reg....... 13 06 
Mobile, Ala. 


3 
114.5-14.8 


97 oct. prem... " 14.8-16.4 
90 oct. reg. 12.8-13.4 


. 14.2 
12,15-13.95 
12.15 


. 14.875 Y-15. 625 
12.125 -12.625 
Okla. Group — Shot.) 
99 oct. .14.5-15.5 
11 rity 375 


on. (Okla. Shpt.) 


1B. 125- 15:35 
12.375-14.25 
12.375-13.75 
12.375-18.5 


W. Tex. (Tex. & New Mex. Shpt.) 
97 oct. prem... . .15.625-15.75 

95 oct. prem -14.875-15.5 

88 oct. reg.. . 13.25-13.75 

86 oct, reg... ....13-13,.25 

84 oct. reg. 13 


E. Texas ng ae lots) 
97 oct. — 
af 625-13, 25 


12.625-13.25 


Cent. W. Tex. beer transport lots) 
97 oct. —- . 15.875 


92 oct. prem.. 


86 oct. reg... 
84 oct. reg. 


Kans. (For <a destinations only) 
99 oct. prem... . . 15.25-15.625 
89 oct. reg 12.375~12.625 


Western ~aegit atliammaas 
98 oct. prem.. 
93 oct. reg 


Oil City 
98 oct. prem... . . 14.75-15 
93 oct, reg... ....13.25 


Ohio—Quotations by Sohio for 
delivery to Ohio points 
90 oct. reg 13.6 


Central — 
100 oct. prem.. 

98 oct. prem 

92 oct. reg... 

91 oct. reg. . 


California—Los Angeles District 
Rack: 


98 oct. prem 13.74Y-15.7 
94 oct. prem 2.75V-14.6 

1 -12.6 
84 oct. reg....... 11.3Y-12.6 


Tank Car: 
98 oct. prem 
94 oct. prem 


84 oct. reg 


Tank Truck von or mor) 
. oct. —2y 


San needed District 

Tank Truck -_ , oy or more) 
98 oct. prem.. 14 

88 oct. reg. 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. .10.375A 
No. 2 fuel...... 9 875 
53-57 d.i. gas oil..10.25A-10.375A 
48-52 d.i. gas oil... 10.1254 
43-47 d.i. gas oil. . 10, 
Bunker C fuel. ...$2.00-2.10 
Bunker C fuel 
max 1% sulf. $2.25-2.35A 
Albany, N. Y. 
Kerosine, No. 1. . 11.9, 
No. 2 fuel 11.4 
Diesel oil, shore 
3 rye 

3. 66A-4. 624 
No. 6 fuel, no 
sulf. guar 


Baltimore, Md. 
Kerosine, No. 1 
do barges. . 
No. 2-fuel. 
do putes 


Minneapolis/St. Paul, Minn. 
ag oe No. 1..11.93A4-12.8 

2 fuel .18A-1 
Ne eae. high 


po Ala. 
Kerosine, No. 1. .11.5 
No. 2 fuel 

Light Diesel, 

bunkers 


Boston, Mass. New Haven, -_, 


mg No. 1. 


Diesel oil, shore 


bunkers 

Buffalo, N. Y. 

Kerosine (a)..... 13.05 
Diesel fuel (a)... .13.05 
No. 2 fuel (a)... . 12.65. 
8.9 


No. 6 fuel. ...... 8.15 
(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 
a No. 1. 


Chicago, Il. 

Range oil, No. 1.. 3 Fy ell -12. - 
No. 2 fuel....... 5A-11.85 
No. 5 fuel, low 

ET vine nies 8.95 

No. 5 fuel, high 

SOEs ccck edule 8.9A9A 
No. 6 fuel, low 
Nn cc eek ons 790A 

No. 6 fuel, high 

icsiaccusass 7.65A-7.75A 


Cleveland, Ohio 

No. + oe decvanee 
No. 6 fuel. .9.2° 
Delivered Cleveland 


gore Christi, Tex. 


25 
. -12.25-12.75 
-11.25-11.75 
4 * . 8.85-9.1 
No. 6 fuel....... 8.35-8.6 
Houston, Tex. 
Kerosine, No. 1. .10.754-11.1254 
10. 375A Pensaco 
Kerosine, 
- 10.1254 No. 2 fuel 
Diesel oil, shore 
10W-10.95 ts 


Philadelphia, Pa. 
Kerosine, No. 1. 


-2.73 
-2.70, 
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. . 
Key Crude Oil Prices (As of February 15) 
United States 
EIN a aac We codccvccdecedwesecesean ea $3.23 
Texas 
West Texas sour, 36 gravity.............+..eeeeeeeees 2.79-2.83 
Mid-Continent 
Okatioma Benen, NS tl si ess ctdareneaseenete 2.77-3.00 
Williston 
North Dakota, 86 gravity. ....ccce0- ee ee 2.62-2.87 
Pennsylvania 
I fda bus cd bi-dees ash ohewale ccvdconsSactesae 4.05 
Canada 
Alberta 
I ck cabana att oatice shiva Ueisis< cy tcuduswadee 2.52 
Venezuela 
| ny = heavy, FOB Las Piedras, flat diee .1.78-1.93 
Middle Eas! 
Persian Gulf, FOB Ras Tanura 
pe ELE I ee ee eer eee oe 2.08 
Port Everglades, Fla. 58 & above d.i. 
i o. 1. .11.65-11.9 OS ere 10.625A-LLA 
11.4-11.7 No. 1 fuel....... 10. 75A 
to =e 10A 
11.4-11.7 No. 6 fuel...... $1.90 A-2.00, 
N. Tex. (Tex. & New Mex. shpt. 
2.43 42-44 w.w. 
$2.40 kerosine......... 10.5A-11.5A 
58 & above d.i. 
914 Diesel.........-- O.5A-11.5A 
No. 6 fuel...... $1.95 A-2.50 
$2.40 W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. 
11.9 kerosine......... 11-11.25 
..11-4 58 & above d.i 
Eee 
11.8A No. 1 fuel. ...... 10.25-11 
No. 2 fuel....... 10 
$2.54 No. 6 fuel....... $2.60A 
$2.46 E. Tex. (Truck transport lots) 
42-44 w.w. 
$2.46 kerosine......... 10.5A-11.14 
e 58 & above d.i. 
Kerosine, No. 1. .11.8 2 es 9.75A-10.5 
P 11 No. 6 fuel. ...... $2.00A-2.50 
TA Cent. W. Tex. (Truck Transport lots) 
42-44 w.w. 
$3.52A ~— Dacaaia mae 11 
58 &aboved.i. ™ 
$2.53 OOMEES wcacacs 10.75 
$2.46 eS ee $2.60 








$2.46 
11.7-12 
11.5-11.8 
11.5-11.8 
$3.01 
$2.45 
$2.42 
Light Diesel, 
bunkers......... $4.83 
Heavy Diesel, 
So cccnsks $3.95 
unker C, 
bunkers........- $2.42 
Ta F 
} me ny 1. .11.55-11.8 
No. 2 fuel. ...... 11.3-11.6 
Diesel oil, shore 
HaGtS. .ccccccces 11.3-11.6 
0. 6 fuel, no 
sulf. = WEA 
do +» $2.34 
Light Die lad $4.872 
Bunker C 
bunkers......... $2.34 
Toledo, Oho 
erosine........ 12.8 
Diesel oil......-- 11.9 
No. 1 fuel......- 12.55-12.9 
No, 2 fuel....... 11.55-11.9 
No. 5 fuel. .....- 8.5-8.8 
No. 6 fuel....... 8 
Wilmington, * Cc. 
Kerosine, No. 1 SA 
No. 2 fuel....... ‘11.45 A-11.5A 
Diesel oil, shore 
Ri eee 5A 
~< y eeeer $3.44 
No. 5 fuel....... 95 
Light Diesel, 
unkers......++- $4.74A 
Okla. (Okla. shpt.) 
42-44 w.w. 
kerosine..... see LTA-IL5A 
58 & above d.i. 
= aga anie 10. Aci. 25 
No. 1 fuel....... HS 11A 
No. 2 fuel....... 10: 135 10 Soa 
No. 6 fuel.....-- $2.05; 
Okla. Group 3 (Northern shot. ) 
42-44 w.w. 
kerosine......... 11A-11.254 


Kansas (For Kans. destinations only) 
42-44 w.w. 


kerosine......... 11.25A-11.5A 
52 &aboved.i. »e* 
OS lA 
58 & above d.i. Lon! 
BEE, bic scans 1A 
No. 1 fuel.......10 875A-11.25A 
No. 2 fuel. ...... = —_— 5A 
No. 5 fuel. ...... 
No. 6 fuel...... 4 OA- -2.10A 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 
kerosine......... 11.6254 
Tractor fuel...... 11.75 
58 & above d.i. 

jesel...... 10.754 
58 & above d.i 
SS eee 11.1254 
SS eee 10.75 
No, 4 fuel...... $2.75 
No. 5 fuel. .....- $2.55 
No. 6 fuel. ......$2.40 


Western Penna.—Bradford-Warren 
Kerosine. A -12.75A 
55 cetane Diesel. 12.25 4-12 5A 
55 cetane Diesel. .11.75-12 


No. 1 fuel....... 11.75 

oS 11.25-11.5 
36-40 gravity fuel.10.75-11.25 
Oil City 

Kerosine........ 12.5 

50 cetane Diesel. .11.5 

No. 1 fuel....... 11.75 

No. 2 fuel....... 11.5 
Pittsburgh 

Kerosine........ 11.95-12.8W 


50 cetane Diesel. .11.45-12.554 
No. 1 fuel. ...... ee 8 
No. 2 fuel. ......11.45-12.3 
36-40 gravity fuel.11. BA 
Central Michigan 

L oil, kero- 


.2 
No. 6 fuel....... m’ 35-8. 45 


Ohio Quotations for Sohio for delivery 
F to Ohio points 


Kerosine........14.1V 

No. 1 fuel. ...... 13.9 
PRs xewene 12.9 
California—Los Angeles Dist. 
Rack: 

Stove dist. 

PE 16D. ccseccss. 10.5V-12V 
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Diesel 
PS 200.......... 10W-11.25V 
Light fuel 
eee $2.80 
Heavy fuel 
|? ae $2.15-2.35 
Tank Car: 
40-43 ww 
kerosine......... 15.3W 
Stove dist. 
er 10.5V-15V 
Diesel fuel 
DME atexeesee 10-13.5 
Light fuel 
i RR $2.80 
Heavy fuel 
Ge ichcassen $2.15-2.35 
Tank Truck (400 gal. or more) 
3 wow 
kerosine......... 18.8 
Stove dist 
. Sea 15.5 
Diesel fuel 
re 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 15.8 
Stove dist. 
Po) Axe 15.5 
Diesel fuel 
ientcedens 4 
Light fuel 
a $2.85-3.03 
Heavy fuel 
Mikcvecdceve $2.40-2.58 
Tank Truck (400 gal. or more) 
3 w.w. 
kerosine......... 19.3 
Stove dist. 
| a 16 
Diesel fuel 
eaudecess 14.5 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—Ps 200. . . $4.96 
Bunker C—PS 
Cex désctasess $2.10 


Bunker C—P’ 
Piiceniseudas $2.15 
Seattle, Wash. 
Diesel—PS 200.. . $5.42 
Bunker C—PS 
Caadicwaeswed $2.50 
Mexico 


ng bunkers: US dollaro per bbi. of 
5 


Guaymas 
OS eee $5.89 
Bunker C....... $3.20 
Manzanillo 
ae $5.42 
Bunker C....... $3.20 
Minatitlan 
OS ere $4.444 
Bunker C....... $2.15 
Salina Cruz 
SS $5.42 
Bunker C...... $3.20 
Tampico 

MM icgvacues $4.44 
Bunker C...... 2.15 
Vera Cruz 
Bunker C....... $2.15 


At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown. 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 

FOB Group 3 

Grade 26-70 

45¢ 


FOB Breckenridge, Tex. 
7 26-70 


LP-Gas 


Producers contract prices, tank cars 

New York 

SS dacins ae 10.05-10.3° 
ooo 








Houston........5.5 


Lubricating Oils 


Western Penna, 
vom Neutrals—No. 3 Col. Vis. at 


op = (180 at = 420 to 425 flash. 


ot stocks 
Sen to 155 vis. at iy No. 8 Co. 


bg stocks 
s.r. filterable. 15 
ys 1 


Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals. 
vis. at 100° 0-10 p.p. 


Bright <% — Conventional 


vis. 
10-25 p.p........ 23 
150-160 vs. D 
0-10 p.p......... 2 
10-25 p.p........ 20.5 
120 vs. D 
| 20 
Bright Stock—Solvent 
150-160 vis. 


0-10 p.p., 95 v.i...23-24 
Neutral Oils—Conventional — Pa 
00-88 le Oils 


vis. 
No. 2 col........ 14.75 
86-110 vis. 
No. 2col........15 


150 vis. No. 3 col.16.5 
180 vis. No. 3 col.16.75 
17 


Cylinder Stocks 
660 s.r. olive 


Gulf Coast 

Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 k.t., 05 v.i.. 24 


— Oils—Vis. at 100; 96 v.1. 0-10 p.t. 
20 





South Texas 
Vis. at 100° F., FOB 8. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 

100 vis. No. 

134-234 col....... 15.5 
vis. No 
CMBicccccces. 17 

300 vis. No 
ee 17.5 
vis. 

244-3 col...... 18 

750 vis. No. 

icasesees 18.25 

1200 vie. N 

B-4eol........... 18.75 

200 vis. N 

COisicsisssics 19.25 

Red Olis 

100 vis. No. 

SOE 15.5 

200 vis. N 
ert ee 17 

300 vis. N 
a ae nere 17.5 

500 vis. No. 
col... 18 

750 vis. No 

5-6 col... 18.25 

1200 vis. No 

$6 Gib vcecccces 18.75 

2000 vis. No. 

SU Oaiccccvns 19.25 

(Continued on next page) 
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Providence, R. |. 


New York, N. Y. Crude Scale W: ¢ 
x 20, 124-130...... 6.6 Naphthas & Mineral spirits. . .18.5 
Grade 80 18, 


Refined Wax 
123-145. .......-7.68 ] 
Solvents oan 


Refined Wax 
149-151. ......-.9.15 Baltimore, Md. a pene. 
Mineral spirits. ..17.5 oo . 
naphtha 


Mineral spirits. . . 
Rubber solvent... 13.875 
naphtha. ....... 19.5 Lacquer diluent. . 14. 125-14.375 


p | + aot pO ARE Benzol diluent. . . 15. 125-15.625 
Western Penna. (t.c. in bulk) etro atums A co 


-6 AMP whi Western Penna. w York 

at a — 25 Eb!s.; carloads; tank cars, 2.25¢ less. ah + ‘eae 
cg ped fFnow white......8.625 naphtha ie Western Penna. 

Seaboard Wax Soft white 8.25 Mineral spirits. "18 Oil City: 
Prices are for bulk lots in cents per pound Lily white 8.1% Stoddard solvent. 18 
in tank cars or tank trucks, F.O.B.Atlan- Cream. . 7625-7 .75 Philadelphia, P: 
ae oe ae refineries. gf wee Soft pellew : #4 a4 V.M eipnia, Fa. 

: 0.9¢ Ib. for 1,500-2,000 Ib. pallets; Light amber... . .6.75-6.87 o ie . 
1.15¢ for 1,000 Ib.’ skids’ 1.6¢ lb. for 88 vovens st 6O008 a OR Stoddard torvent, 18 
Ib. cartons. Melting points are AMP. bated ne ineral spirits. ..17, rd solvent, 


Boston, Mass. 
M. & P. 





Tank Wagon Prices NPN Gasoline Index 


Prices for gasoline do not include taxes; they do however, include inspection fees, February 15 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate _— ago 
column include 3¢ federal and state taxes; also city and county taxes as indicated in oo A ; , AS 
“ ‘ - : ‘ Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Tank car index is weighted average of following wholesale markets for 4 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
in effect February 15, 1959, as posted by principal marketing companies at their head- Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 


quarters’ offices, but subject to later correction. sonville, Boston, and Gulf Coast. 








Dealer T.W. Tank Car 
(cents per gal.) 














Mobilgas Gasoline 
Regular) Mobilfuel 


Socony Mobil 
Mobitheat 
Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) 
Yard T.W. T.C. Yard 


T.C. W. W.  Taxes_—i‘T=..C,, T.c. 


New York City 
Manhattan 
Bronx.... 


~_ 
o 

ee. 

ton: 
= 


Wom wDenwo: om: 
ot me « 
htt 


11.7 


—) mere 
ns oo 
— ot et 


Binghamton... 
Buffalo....... 
Jamestown. ... 
Plattsburg.... 
Rochester. .... 
Syracuse 


— 
SAAMI Aaan 


oat te ett oat et et pt + 
WW shwmrmnrn- 
0 ot oad ee 


a 
oO 
NO 


eee 
Bangor, Me 
Portland 
Boston 
Manchester 
Portsmouth 
Providence 
Burlington, Vt. 
Rutland cues 
*Com. cons. t.c. prices 0.15¢ higher. 2 : 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. , 
Cioseunins Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel--All points, t.w. less 0.5¢ for delive 
eries of 800 gal or more. 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, al! other t.c. prices FOB bulk terminals. 
Note: Mobilfuel Diesel Tene at yard level were subject to 0.5¢ voluntary allowance from June 26 to June 30 inclusive; and 0.25¢ voluntary allowance July 1 to Nov. 6, inclusive 
Mobil kerosine prices at yard level were subject to 0.25¢ voluntary allowance from July 1 to Nov. 6, inclusive. 


© Menon pees sees ee reas ecese 
+ oe ee et BD BS CO CO BD ND ee et ee + 
+ WR WADwOoRarHM: ao: 


_— 
_— 
at et tet es 


— 
od olelel tot kt 


h 5 me NRK me WOW WW 
‘<) 
S 
on 


13.1 
13.1 


WeMOMNOW RRR OANWOMW Annwwoomeo 


7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
7.0 
9.0 
9.0 
9.0 
0.0 
0.0 
8.5 
9.0 
9.0 
9.0 
9.5 
9.5 


PARADA: ABAAH : 
CNAHH Ser]: *: : 


at eh ek et tet et et es et eet et ee + 


ae et tet et et * 








for 


Fluorescent color 
=ir- on solvent extracted and rs 
a& additive lube oils This Is Your 
GASOLINE Petroleum Col 


te Market Place 


PATENT CHEMICALS, 

GASOLINE INCORPORATED 
30 E. 40 ST., N. Y. C. EM 1-4100 Paterson 4, New Jersey 
Write today for Advertising 


Space Rates 











Marketer of Petroleum Products NATIONAL PETROLEUM NEWS 


NEW ENGLAND PETROLEUM CORPORATION en ee Oe 


New York 36, N. Y. 
New York Sydney, N. S. Boston 




















(To obtain more data on advertised products see page 158) NATIONAL PETROLEUM NEWS * March, 1959 





Atlantic Refining 








Atlantic Gasoline Kerosine 
(Regular) and No. 2 
Ir. _ Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Philadelphia, Pa........ *15.3 16.3 8.0 15.95 15.3 
"eee "15.3 16.3 8.0 16.35 15.7 
Allentown............. *15.3 16.3 8.0 16.35 15.7 
Harrisburg........02+0. *15.3 16.3 8.0 16.35 15.7 
Wilkes-Burre........... *15.3 16.3 8.0 16.65 16.0 
Williamsport........... *15.3 16.3 8.0 16.65 16.0 
Pittsburgh........... 1 17.1 8.0 16.9 16.05 
BONO sis ov seveves al 17.1 8.0 16.9 16.05 
_ ECE ea | 17.1 8.0 16.9 16.05 
Jreensburg Al 7.1 8.0 16.9 16.05 
Wilmington, Del........ 14.9 15.9 8.0 even eaas 
Hartford, Conn......... 14.4 16.0 9.0 de a 
New Haven............ 15.1 15.6 9.0 ae 15.7 
Boston, Mass........... 14.4 15.9 8.5 eae wit 
Springfield............. 14.9 16.7 8.5 ree wee 
Providence, R. I.. 14.4 15.8 9.0 aan 15.5 
Camden, N. J.. +3), oe 14.9 8.0 15.7 15.2 
Oe Se 13.4 14.9 8.0 15.7 15.2 
P= eee 16.1 16.6 7.0 16.1 15.3 
Binghamton............ 16.4 16.9 7.0 16.7 16.0 
REE Vat dSdedviéos 16.1 16.6 7.0 7.3 16.9 
I hte cscdeeeesas 16.4 16.9 7.0 7.1 16.4 
pe eee 16.4 16.9 7.0 16.8 16.2 
CORI Fo a ce's's se a8 16.6 17.1 7.0 tans ated 
Baltimore, Md.......... 14.9 15.9 9.0 dena 15.1 
Richmond, Va.......... 14.9 15.9 9.0 15.9 15.2 
Charlotte, N.C......... 10.4 16.1 10.0 16.0 15.3 
Jacksonville, Fla........ 14.9 14.9 10.0 cena 
| Oe yey A 13.9 16.1 10.0 ‘. 
*Fair-trade minimum service station price. ..........4-6.eseceeececeeeeeres “19. 9¢ 
**Fair-trade minimum service station price. ...........-6.6 ce cecececeeececes 20.9¢ 
Heavy Fuels 
jo. § No. 6 
Ps ccna vas duc<te bas cktennes Pra adeemes saan 9.67 7.44 


*+Less voluntary allowance, 0. 19¢. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosire—Penna., add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add I¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Standard 





Esso Gasoline Kerosine 
(Regular) and 
r. Cons. Gasoline No.1 Fuel No. 2 Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N.J.... 13.4 149 8.0 15.7° 15.2 
Oo Pea 13.4 14.9 8.0 15.7° 15.2 
Baltimore. Md........ 14.9 15.9 9.0 rake 15.5 
Cumberland.......... 15.9 16.9 9.0 dee ee 
ee ag BC..... Ss 15.9 9.0 ; 15.8 
Danville, Va.......... 15.4 16.4 9.0 16.3° 15.8 
Petersburg. Situs ahecke 14.9 15.9 9.0 15.9* 15.2 
ER nse x oek 14.9 15.9 9.0 15.9 14.8 
Richmond. .......... 14.9 15.9 9.0 15.9 15.2 
Roanoke............. 15.9 16.9 9.0 17.3° 16.5 
Charleston, W. Va.... 14.9 15.9 9.0 15.8* aA 
OS SESE 14.9 15.9 9.0 17.5* “e's 
Parkersburg.......... 14.9 15.9 9.0 16. 6t we 
Wheeling. ........... 16.0 17.0 9.0 16.6* ay 
Charlotte, N.C....... 15.6 16.1 10.0 16.0 15.3 
ME ac cnusencta 15.7 16.2 10.0 16.2 15.6 
BN. 5 edn ends 15.7 16.2 10.0 16.5* 15.8 
Sinricdkeciedecs 15.9 16.4 10.0 16.5 15.9 
Salisbury............ 15.6 16.1 10.0 16.0 15.3 
Charleston, 8. C...... 15.5 16.0 10.0 aida 14.7 
Columbia............ 16.4 16.9 10.0 etue 16.1 
Spartanburg. ........ 15.5 16.0 10.0 oma 15.0 
ew Orleans, La...... 12.9 13.9 10.0 14.1° épe 
Baton Rouge......... 13.9 14.9 10.0 13.9° 
Alexandria........... 14.9 15.9 10.0 15.0* 
Lake a hein eaiie 13.9 14.9 10.0 13.8* 
Shreveport. . 14.9 15.9 10.0 15.9* 
New Iberia. 2. Be 15.9 10.0 14.3* 
Knoxville, Tenn....... 14.9 15.9 10.0 16.4* 
Memphis............ 14.1 15.1 10.0 15.9* 
Chattanooga......... wan anet 10.0 16.3* 
Ps vinesoxees 14.9 15.9 10.0 16.2* 
Little Rock, Ark...... 13.6 14.6 9.5 16.6* 
*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
RTRs asin § 05.00650 cn ccprie se bosskesswicannede $3. 982 $3.03¢ 
ENE chs civcctkcedpabenesavarccenes deshet 4.34 3.23 
Washington, D. C. 1,050 gal minimum.................... 4.63 3.26 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Note: Kerosine/No. 1—Atlantie City and Newark prices are for deliveries of 300 gal. 
or more : add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ 
above regular. 

#Subject to temporary voluntary allowance of 8¢ bbl. 


(Prices are per imperial gal; to arrive at price per U. 8. 
gal, subtract 1/6th). 


Imperial Oil 





Esso Furnace 
Esso Gasoline oi 

(Regular) Gasoline Kerosine (No. 2 Fuel) 
Dir, T.W. Taxes TW. T.W. 
eS | ree 23.2 17.0 24.7 18.2 
NI, BEB vccickv anc. cance cas 22.2 17.0 23.7 17.2 
oS 5 ees 22.2 15.0 25.7 17.2 
Charlottetown, P. E. I............. 23.9 16.0 26.2 18.8 
oS eer 22.6 13.0 24.6 17.8 
NN Cee ivcucucudadeccset 22.8 13.0 25.1 18.1 
SOUL ORC i Cevscobapsecees 22.8 13.0 25.1 18.1 
We DEAL... atasdewnd 22.6 11.0 28.5 18.4 
oe See eee 25.2 11.0 28.5 20.6 
PI bcaes cadewlWanedse 21.9 12.0 25.2 17.1 
Saskatoon, DA gates ants 24.8 12.0 27.9 17.4 
C gary, Alta | PEE Cae 21.1 10.0 24.4 16.2 
Ejmonton, Alta...............205 20.6 10.0 23.9 15.7 
oe 8 ee eee 22.6 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes 
Note: Premium-grade t.w.—Nfid., N.S., PEL, N.B., Que., 5.0¢ above regular; Ont. 
Man., Sask., Alta., B.C., 4.5¢ above hes. 


(Established tank wagon prices are shown 


. 
Indiana Standard below. Some temporary prices may be in 
effect in one or more localities) 
Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal and over 

Chicago, Illl.......... 16.6 18.6 8.0 17.1 16.9 (a) 
S.uth Bend, Ind.. 16.4 18.1 9.0 18.6 17.3 16.3 
Detroit, Mich........ 16.5 18.0 9.0 18.3 16.6 15.6 (b) 
Mpls.-St. Paul, Minn. .... 18.7 8.0 18.9 17.5 (a) 
Des Moines, lowa... .... 18.0 9.0 18.5 16.9 15.9 
St. Louis, Mo........ . 17.4 7.5 18.0 16.4 15.4 
Wichita, Kansas..... 16.1 17.6 8.0 16.7 14.9 13.9 
Omaha, Nebr........ , 18.2 10.0 18.7 16.3 15.3 
See 17.6 19.1 9.0 19.9 17.2 16.2 
Huron, 8. D......... 17.8 19.3 9.0 19 . 17.6 16.6 
Milwaukee, Wis...... 16.8 18.3 9.0 17.5 (a) 


18 
(b) 15.4 for 750 gal & over. 
Stanolex Fuel A Stanolex Fuel C 


(a) See below for prices on larger quantities. 
Standard Furnace Oil 


100-399 400 gal 1-749 750 gal 1-749 750 gal 

gal and over gal and over gal and over 
Caicago. . . -- 15.9 15.4 11.8 11.05 10.5 9.75 

Standard Furnace Oil 

100-174 100-349 175-849 850 gal 350 gal 

gal gal gal and over and over 

Mpls.-St. Paul...... 16.5 15.8 15.3 

Milwaukee......... 16.5 a ; 16.0 


Taxes: St. Louis gasoline en includes 1.5¢ city tax. Des Moines kerosine & furnace oil 
pices do not include 7¢ state tax. State sales, oecupation, consumer & use taxes to be 
added where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard of Cal. 


Prices are tank truck postings, ex all taxes, ap 
plying for deliveries of 400 gal or more; see 
below for other deliveries. 


Standard 
Chevron 9 ———__-~———_-—. 
Chevron Gasoline Diesel Furnace Stove 
(Regular) Taxes \Kerosine Fuel Oil Oil 
San Francisco, Calif... 17.9 9.0 19.3 14.5 14.5 16.0 
Los Angeles.......... 17.4 9.0 18 14.0 14.0 15.5 
,. eae 19.0 9.0 21.3 15.3 15.3 16.8 
Phoenix, Ariz......... 19.1 8.0 22.2 16.4 16.4 19.4 
a 20.3 9.0 21.9 17.0 i 
Portland, Ore.. - 18.5 9.0 21.3 14.5 
Seattle, Wash......... 18.6 9.5 21.3 14.6 
SA duececcences 20.8 9.5 24.1 16.5 
omg Di peeoente 18.6 9.5 21.3 14.6 
Boise, Idaho. ........ 20.3 9.0 31.1 16.4 16.4 
Balt L: hey; “ity, Utah.. 18.7 9.0 20.2 15.0 13.5* 15.5 
Honolulu, T. H....... 19.0 11.5 20.4 15.3 15.3 
Fairbanks, Alaska. -+- 29.8 8.0 37.4 dee ; 
pS OE ay 20.2 8.0 29.3 


*Standard No. 2 Burner Oil. 

Taxes: Honolulu— Diesel/furnace oil price is ex 1¢ territorial tax; all T.T. prices are ex- 
Hawaiian gross income tax of 1% to resellers, 2.5% ro consumers. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; ofr 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
au higher than Chevron (regular) for quantity delivered at points above except Salt 

tke City—3¢. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

(Continued on next page) 
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VSE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. ae Description on Request | 
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Ohio Standard 


Sohio Extron Cosine (Repuier) 


onsumel 
Resellers T.W. 


a oo 
Cleveland. . 
Columbus. . 


ee et 
DRAaans 


ior. 
Zanesville... 16. 


- 


4 
Al 
ol 
1 
4 
1 
1 


Notes: aes: Nos. 1 & 2 Fuels— Prices are for 100 gal or more; for 50-99 gal, add 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- 


Gasoline Kerosine 
Taxes Ww. 


.% 


20 28 00 Ge G0 Ge G0 68 Ge G0 ¢ 
ocococococecoo 


sellers 3.5¢ above regular. 8.8. prices are at eompany-operated stations. 





Texas Company 


Fire Chief Gasoline 
Regular) 
Con- Kerosine 
sumer Dealer 
T.W. Ww 
14 


Wichita ous 
Amarillo. . 
Tyler 


San Angelo. . 
W 


6.4 
15.4 
16.4 
15.5 
San Antonio. 15.5 
Port Arthur.. 15.4 15.9 


Gasoline taxes: 8¢. 


Notes: Prices are for min. 50-gal de- 
liveries. Gasoline—Premium-grade_t.w. 
Oy 3.5¢ above regular, except El Paso, 

7¢ higher. Kerosine—Prices apply to 


Continental Oil 


(N.B. Prices are Continental’s tank wagon prices. Current selling prices may vary from 
those shown because of local conditions.) 


Conoco 


a Gaso- Kero- 


w line 
(Regular) Tame T.W. 


Denver, Colo.. 17.5 


Grand June- 
20.2 


18.2 
Casper, Wyo.. 18.3 
Cheyenne.... 18.5 
Billings, Mont. 19.4 

20.5 
Great Falls... 19.4 
Helena 
wh ag City, 


9.0 18.0 


20.6 
18.7 
18.2 
19.0 
21.4 
23.2 
23.2 
23.2 


coococcoco 


19.2 


os «s¢ 
co oS 


21.8 


Taxes: Gasoline taxes include these 
city taxes; s Aeanerene & Reowel, 0.54; 
Santa Fe, Cheyenne 1¢. 
ease pice 7 or ; Twin irom 

ine prices a y or deliveries of less 
200 gal; 9 gal, deduct 0.5¢; 
100 gal & over, deduct 1¢. 

Notes: Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idaho 
premium grade 3. 

*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
prices are 1¢ higher. 


Kentucky Standard 


Crown Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 


Atlanta,Ga.. 16.4 9.5 
ham 16.5 


16.3 11.0 16.4 
. 16.5 10.0 16.7 


Fla. 16.1 10.0 16.5 
Louisville, Ky. 16.2 10.0 16.7 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 


dealers & consumers. 





Gasoline Markets 











Gasoline Consumption by States, August 1958 


(American Petroleum Institute Figures) 
Tax Ratet - Month of —————————. 
August July 1958 August 1958 August 1957 

Cents 000 Gal. 000 Gal. 000 Gal. Gal. 000 Gal. 
Alabama. . ; on SS 82,496 2,37: 82,064 625 , 989 613,431 
Arizona. ... ; oanenbe ke, 35,628 ' 36,843 278,057 
Arkansas. . . soe ag 52,801 49,407 377,061 364,790 
California. . . — 513,901 500,257 3,674,993 
Colorado... . ee or @ 73,215 71,533 71,314 446,318 


68, 383 67,234 484 ,367 
17,734 17,231 
16,679 16,689 
146,544 142,717 
107 ,898 108,661 


28 ,428 28 ,528 
255 ,958 260,139 
156,751 154,338 

94,003 ! 88, 988 

102/236 92,914 93, 187 


78,177 76,319 77,174 
82,554 79,602 80,711 
35,319 35,880 36 , 606 
78 ,852 77,200 76, 106 
124,615 126 ,645 127 ,983 


234,144 246 328 
126 ,536 127 ,965 
58,798 54,418 52,960 
149 636 142,844 147,768 

34,055 35,548 35,048 201,060 204, 157 
61,794 56,420 56,580 395,675 
14,656 14,930 92,206 92,563 
23,336 23,358 135,265 
165,173 172,147 1 1,250,765 
40,846 87,775 295; 1224 269,554 


382,320 2,649 ,033 2,628,538 
897 ,496 


116,914 ’ 
213,726 216,328 


38 ,006 40,445 
265 , 876 277,985 2, Oe, a 7} 


92,671 85,826 
430,752 
295 


——8 Months = With -— 
—e 1958 August 1957 


Connecticut... . 

Delaware... . 

District of ‘Columbia 
Florida. . 

Georgia. . ; 


Idaho..... 
OO” See 
Indiana 
Towa......... 
Kansas 


"817,861 


181,951 
1,947,996 
1,138,611 

766,870 

701,554 


573,916 
623,540 
212,169 
565,517 
889,214 


107; 382 
28,700 


700,866 


Kentucky....... 577 , 236 


Louisiana..... 
aine 


890, 867 
7,182,681 


Massachusetts 


wr 


Michigan 249 ,379 


129,009 


Nebraska............ 
New Hampshire..... 
New Jersey 

New Mexico 


379, 095 


A QaAaeo- 1 ewenae a~-3-3 caocaem SNroan 


a 


63 , 402 65 ,307 431,534 
298,714 2,093,250 

24,583 163 226 

" 59,765 458,399 
34, "215 ’ 38,990 226,123 


Oregon........... ‘ 
Pennsylvania 

le Islan 
South Carolina. . 
South Dakota. . 


QNQaoe 


221,144 


180 NATIONAL PETROLEUM NEWS °* March, 1959 





sey oo Petroleum Institute ro 








Tax Ratet +————————————_Moonth of -—8 Months Ending With—— 
August July 1958 August 1958 August 1957 August 1958 — 1957 
Cents 000 Gal. Gal. Gal. “hoo Gal. Gal. 

Tennessee. ........ eas ais adlew > Gee 06 Cee aaRas «> bere 7 95 ,598 104,074 85,303 736 ,935 704,990 
re eee Sieh see Vetted s Sallths «0+ clans 5 438 ,381 399 ,087 421,927 3,009 ,674 2,963 ,628 
.. epee SPE Se ree ee 6 32,887 31,327 31,022 216,348 211,485 
We. scansahdes ; d's bebe o0ds Fe Ciba pest cur Peeeers ced 6% 13,936 14,247 14,297 84,220 84,043 
Virginia......... 6 118,383 116,192 114,473 836 ,683 836 , 326 
Washington...... : j ealwatites + quel 6% 96,514 94,801 97 , 987 676,913 636 , 586 
West Virginia. . Sa Ss natule: 9 cteneitols 6 42,707 43,376 47 ,040 323,128 334,447 
Wisconsin. ...... ett? eae 6 131,301 12,476 126,551 858 , 261 842,624 
Wyoming... ........ 1 ESE Rea ig Ba 5 21,937 20: 875 20,593 116,622 115,306 
Total 48 States and D. of C. ‘ — Jamas Ae J . 60 5,398 ,905 5,376,540 39, 149 236 38 (582,502 
Daily Average. . es baba : ‘ 175,976 174, 158 173 ,437 161,108 158 ,776 


Change from previous year: 





Total Change... ... ee ‘ AES — +566 ,734 e 
Percentage change in Daily Average.........-. os aka nS ae _-———— +1.47% xtijingascipicis 
tThese are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon. 
. . . . 
Gasoline Prices for 55 U. S. Cities 
Dealer tank wagon and retail prices for 5° oY (house-brand) gasoline, and taxes News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
in 55 representative U. 8. cities on Feb. 1, 1959 as compiled by National Petroleum as compared with Jan. 1, 1959. Tax col. indicates only motor fuel taxes levied as such 
Dir. T.W. Ser. Sta. Ser. Sta. Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (ined. By federal) (inel. tax) (ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 
Avetaae U. Binossecescasca> 1-15.95 1-20.95 i- 8.94 1-29.89 Milwaukee, Wisc....... 16.80 22.90 9.00 31.90 
Portland, Me......... .. 4115.40 i-19.90 10.00 i-29 90 Twin Cities, Minn... . 1-16.90 1-22.90 8.00 1-30.90 
Manchester, N. oe wees = 15.60 i-19.90 9.00 1-28.90 Fargo, N. D. ones 17.60 23.90 9.00 32.90 
Burlington, Vt....... a Ff _ 24.40 9.50 _ 33.90 Huron, 8. D. whe 17.80 d-23.90 9.00 d-32.90 
Boston, Mass... .. 5 i-14.40 1-18.40 8.50 1-26. 90 Omaha, Neb. d-10.40 d-14.90 10.00 d-24.90 
Providence, R. I. i-14.40 1-17.90 9.00 1-26.90 Des Moines, Ia. . 16.30 21.90 9.00 30.90 
wag Conn.... ... 4-14.40 i-16.90 9.00 i-25.90 St. Louis, Mo. d-11.90 d-16.40 7.50°** 23.90 
Buffalo, N. Y. * 16.10 21.90 7.00 28.90 Wichita, Kans 16.10 21.90 8.00 29.90 
New York, N. Y..... . 15.90 25.50 7.00 32.50 Tulsa, Okla : 16.00 22.40 9.50 31.90 
Newark, N. J... ees 13.40 17.90 8.00 25.90 Little Rock, Ark , 13.60 18.40 9.50 27.90 
Philadelphia, Pa. Secx, 1 19.90 8.00 27.90 New Orleans, La 9.90 14.90 10.00 24.90 
Wilmington, Del.. eee 14.90 19.90 8.00 27.90 Dallas, Tex. auk . 15.40 23.40 8.00 31.40 
Baltimore, Md...........-- 14.90 20.90 9.00 29.90 Houston, Tex oGhioa i-23.50 20.90 8.00 28.90 
Washington, D.C.......... 14.90 20.90 9.00 29.90 El Paso, Tex. ma . 17.80 25.50 8.00 33.50 
Charleston, W. Va.......... d-14.90 19.90 9.00 28.90 Albuquerque, N.M......... 18.10 19.40 9.50° 28.90 
 Witnccncvescessee 14.90 19.90 9.00 28.90 Denver, Colo............... d-10.10 d-15.90 9.00 d-24.90 
Charlotte, N. Bt wo cadviens 14.40 18.90 10.00 _ 28.90 Cheyenne, Wyo.......... . 18.50 25.50 9.00°* 34.50 
Charleston, 8. C............ i-15.15 i-19.90 10.00 i-29.90 Great Falls, Mont... ....... 19.40 26.40 9.00 35.40 
DRO oe voc ct enecns d-14.90 20.40 9.50 29.90 Boise, Idaho ‘ 20.30 26.90 9.00 35.90 
Jacksonville, Fla............ 14.90 19.90 10. 00 29.90 Salt Lake City, Utah 18.70 23.90 9.00 32.90 
Birmingham, Ala........... 15.90 20.90 11.00°* 31.90 Reno, Nev 20.30 17.50 9.00 36.50 
Jackson, Miss.............. 16.50 21.50 10.00 31.50 Phoenix, Ariz 19.10 16.90 8.00 24.90 
Memphis, Tenn............. 14.10 18.90 10.00 28.90 Los Angeles, Calif " 17.40 i-18.90 9.00 i-27 90 
Louisville, Ky............++ 15.90 20.90 10.00 30.90 San Francisco, Calif 17.90 j-22 90 9.00 i-31.90 
Cleveland, Ohio. . -e 16.10 20.90 8.00 28.90 Portland, Ore 18.50 i-24 90 9.00 1-33.90 
Cincinnati, Ohio. ‘ 14.40 18.90 8.00 26.90 Seattle, Wash 18 60 i-21.40 9 50 i-30.90 
Indianapolis, Ind... . .. 4-13.70 d-18.90 9.00 d-27.90 Spokane, Wash 17.90 21.40 9.50 30.90 
Chicago, Ill .. ntbeneds 16.60 23.00 8.00 31.00 — ’ 
Detroit, Mich... wees 13.20 d-19.20 9.00 d-28.20 *Includes 0.5¢ city tax. ** Includes 1¢ city tax. *** Includes 1.5¢ city tax. 
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EE CYLINDER 


ers read National 
Petroleum News? a T @) C 4 Ss 
A Fine Lubricating Qualities 


Because it’s full of For Greases and Fluid Lubricants 
useful money- 


making manage- memaieamee KERR—McGEE OIL INDUSTRIES, INC. 


ment ideas Specifications 
306 N. ROBINSON * OKLAHOMA CITY, OKLA. © PHONE RE 9-0611 
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| say 


is best! 


Name your favorite—Continental makes them both 


in quality and quantity with first-class service 


Continental isn’t taking sides in this debate! We’re ready to 
supply you with either oblong or round type cans for your 
anti-freeze. The popular, prestige-pack oblong can saves 
space, affords easier stacking and handling. On the other 
hand, the familiar round can has plenty of friends, too. 
Both types are precision-made to meet highest standards of 
quality. So make your own choice of style. Then call in your 
Continental man for some really first-class service. 


Also round quarts! 


Of course Continental also 
makes round quart anti-freeze 
cans to give you a complete 
selection. 

QUALITY 


“> CONTINENTAL 
aan © can comPANY 


Eastern Division: 100 East 42nd Street, New York 17 

Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 7 

Canadian Division: 5595 Pare Street, Montreal, Que. 


(To obtain more data on advertised products see page 158) NATIONAL PETROLEUM NEWS * March, 1959 





About Oil People 





Minnesota and Tennessee twangs blend sweetly as NPA executive secretary of H. F. (Hilf) Horning accompanies him- 
self and Otis H. Ellis, general counsel of NOJC. It’s all too much for Ann Corrigan (right), Horning’s secretary 


Good Time Being Had by All 


A STATE jobber convention is a serious affair, but not after hours. 
Typical as any is Northwest Petroleum Assn., largest—and one of the 
liveliest—of the jobber groups. Marketers bring their families, sing, 
dance, and generally enjoy themselves. The meeting was marred by a 
note of crime and violence when someone stole the life-sized mockup 
of Miss Boron from the D-X Sunray suite. Otherwise all was harmony, 
as shown by these pictures (business details on page 35). 


Mrs, Harm Pierce and Russ- 
ell Leger take a turn. He op- 
perates a Western Oil & Fuel | 
station in Ortonville, Minn.; 
she’s the wife of Western’s j 
sales manager. Not far away 
re 


None other than Mrs. In good form are Priscilla ities 22, daughter of the Harm 
Leger and Mr. Pierce, keeping Pierces (pictures at left), and two University of Minnesota 
close tabs on_ respective grad students. Hands at keyboard belong to Western Oil & 
spouses Fuel’s Bill Burnap 
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About Oil People 





Here's the New Lineup for API Committees 


ALLEN: A first for a consignee 


H. Leonard Allen is the first consignee 
ever named chairman of API’s commis- 
sion wholesale marketers committee. 

Allen, 58, vice chairman last year, is 
a consignee “by choice.” He was a Co- 
noco jobber in Houston for 13 years 
before he became an agent in 1942. 

Allen now controls 24 service sta- 
tions and supplies 51 others controlled 
by Conoco. Gallonage averaged 1.25- 
million a month the last half of 1958. 
He anticipates 2-million a month this 
year. Allen is married and has a 23- 
year-old married son. 


News Notes 


WRIGHT: Once a high school prof 


Willard W. Wright, new chairman of 
the service station advisory committee, 
has been Sun Oil Co.’s marketing vice 
president since April 1957. 

Wright, 61, joined Sun as an indus- 
trial salesman in 1922 after two years 
as a high school instructor in chemistry 
and physics and a basketball coach. 

He was managing director of Sun of 
Canada for six years, assistant regional 
manager at Detroit, and New England 
regional manager from 1935 to 1949. 
He became general sales manager in 
1950 and a director in 1952. 


New chairman of the other commit- 
tees are: aviation technical service, W. S. 
Mount, Socony Mobil Oil Co.; awards, 
B. L. Majewski, Great American Oil 
Co.; lubrication, H. P. Ferguson, Stan- 
dard Oil Co. (Ohio); marketing research, 
Eric Neumeister, Sinclair Refining Co.; 
nominating, Glenn L. Werly, Socony 
Mobil Oil Co.; operations & engineer- 
ing, R. A. Niles, Standard Oil Co. (In- 
diana); personnel development, Charles 
W. Bohmer, Jr., Esso Standard Oil Co.; 
and program, S. D. Breitweiser, D-X 
Sunray Oil Co. 

Reappointed chairmen are: fuel oil, 
Cc. M. Blickensderfer, Sinclair Refining 
Co.; jobber advisory, R. O. Goody- 
koontz, Esso Standard Oil Co., and 
membership, E. K. Ketcham, Anderson- 
Prichard Oil Corp. 

P. W. Engels was appointed a con- 
sultant to the operations and engineering 
committee. He retired as manager of 
marketing operations for Shell Oil Co. 
Jan. 1 and simultaneously stepped down 
as chairman of the committee, a post he 
held since 1956. 

New members of the general commit- 
tee of the marketing division are: Don 
H. Miller, Skelly Oil Co.; W. M. Murray, 
Kerr-McGee Oil Industries; Charles 
Pall, Pall’s Standard Service, Chicago; 
Francis J. Schuster, Troy Oil Co., In- 
dianapolis; J. M. Shea, Jr., American 
Petrofina of Texas, and J. A. Vickers, 
Vickers Petroleum Co., Wichita, Kan. 





Earle W. Allen, 
executive vice 
president of the 
Wilshire Oil Co. 
of California, be- 
comes vice presi- 
dent in charge of 
marketing in addi- 
tion to his pres- 
ent duties. It’s a 
new post, the 
company says, set 
up because “to- 
day’s competitive Allen 
market necessitates the closest super- 
vision and direction possible.” Refinery 
activities formerly handled by Allen are 
taken over by Mark E. Houser. 

e 


A. R. Ousdahl has been promoted 
from manager of sales services at Union 
Dil Co. of California to assistant gen- 
eral manager of direct sales. 

© 

The Greater Lansing (Mich.) Oil 
Men’s Club elected John Cataldo, 
Leonard Refineries, Inc., president. 
Other officers are: Wendel Marvin, Ohio 
Oil Co., Lansing, vice president; Jack 
Harris, Harris Oil Co., Eaton Rapids, 
secretary, and Kem Harvey, Farmers 
Petroleum Co-op, Lansing, treasurer. 


184 


P. B. Caldwell is retiring after 34 
years with Shell Oil Co. He was head 
office jobber-distributor representative, 
a position created in 1952. Now the post 
will be decentralized with duties assigned 
to a senior member of the staff of each 
of the three vice presidents of the com- 
pany’s marketing regions. 


Bernard L. Majewski, president of 
Great American Oil Co., Chicago, was 
elected to the board of directors of 
Universal Oil Products Co. 

* 


J. K. Jamieson, marketing vice presi- 
dent and director of Imperial Oil Co. of 
Canada, was elected president and di- 
rector of International Petroleum Co., 
Coral Gables, Fla. (Both companies are 
Standard Oil Co. (N. J.) subsidiaries.) 
He succeeds M. L. Haider, elected a 
director of Jersey. 

At the same time, Hines H. Baker 
retired as a director and a member of 
Jersey’s executive committee. He was 
president and chief executive officer of 
Humble Oil & Refining Co. from 
1948-57. 

Alan C. Harrop, employe relations 
manager, succeeds Jamieson on Im- 
perial’s board. 


Keating 


Edwin A. Ritz becomes Clark Oil & 
Refining Corp.’s marketing manager for 
a new region. Headquartered in St. 
Louis, it covers sales and operations in 
the St. Louis, Kansas City and Des 
Moines districts. James J. Keating, for- 
merly district manager at Milwaukee 
and Brainerd, Minn., returns to his 
native St. Paul as district manager, suc- 
ceeding Ritz. Phillips A. Treiber, sales- 
man in Milwaukee, moves up to replace 
Keating. 

s 

Robert W. Fawcett, president of 
Robert W. Fawcett & Son Co., heat- 
ing oil jobbership in Cambridge, Mass., 
now sits in the president’s chair of the 
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ROYAL AIRCRAFT HOSE 








IT TAKES ONLY ONE 


TO DEFUEL AS WELL AS REFUEL 


Airports are busy places, and the fueling crews are often 
as busy as the proverbial one-armed paperhanger. You 
are able to save them much time and effort by provid- 
ing them with the U.S. Royal Aircraft Refueling and 
Defueling Hose (P-5178) —the hose that relieves them 
of the need of one hose to fuel, and then switching to 
another hose to defuel. This brawny hose is carefully 
compounded to resist today’s aromatic fuels. The strong, 
three-braid rayon carcass resists high pressures and 


Mechanical Goods Division 





rough treatment. The tan, non-marking Neoprene cover 
is unaffected by the weather or by petroleum products 
and is resistant to abrasion. Available with static wire 
if requested. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 


Get U.S. Royal Aircraft or any of the oil marketing hose 
from your Oil Equipment Jobber or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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In Canada: Dominion Rubber Company, Ltd. 


(To obtain more data on advertised products see page 158) 





About Oil People 





Chicago Oil Men’s Club Officers 

Attending an annual president’s dinner in honor of incoming president Robert 
A. Zust, Cities Service Oil Co. (Del.) are: (seated from left to right) C. K. Haddon, 
H. P. Dunn Co., treasurer; A. F. Kemnitz, Illinois Farm Supply Co., second vice 
president; Zust; C. Ephgrave, Jr., Carson Petroleum Co., first vice president; and 
J. F. Pyke, Jr., Pyke Petroleum Co., secretary. Committee chairmen and directors: 
(standing left to right) G. H. Schulz, American Mineral Spirits Co.; Herb Hugo, 
Platt’s Oilgram; W. F. Vogt, Standard Oil Co. (Indiana); T. H. Eisler, Transamerican 
Petroleum Products; G. Garrett, Bennett Pump Div., John Wood Co.; E. J. Freeman, 
American-Mexican Petroleum Corp.; R. Bennett, Triangle Refineries, Inc.; E. L. 
Beattie, Stauffer Chemical Co.; S. Carney, Kerr-McGee Oil Industries; and W. 


Waldeck, Bill Waldeck Co. 


(Begins on page 184) 
Independent Oil Men’s Assn. of New 
England. 

He succeeds John L. Matthewman, 
White Fuel Corp., South Boston, Mass., 
who was named to the board. 

New faces among IOMA’s vice presi- 
dents are: William J. Bursaw, Jr., Bur- 
saw Oil Corp., Salem, Mass., and A. R. 
Sandri, A. R. Sandri, Inc., Greenfield, 
Mass. James W. Scanlan, Pennsylvania 
Oil Co., Somerville, Mass., is treasurer; 
Wat H. Tyler, Wat Tyler Co., Waltham, 
Mass., is secretary. 

In addition to Matthewman, new 
board members include Alvin O. Bick- 
nell, Alvin Hollis & Co., South Wey- 
mouth, Mass.; Douglas C. Cairns, 
Champlain Oil Co., Montpelier, Vt.; 
Arthur J. DeBlois, Jr., DeBlois Oil Co., 
Pawtucket, R. I.; Ed Hacker, Ballard Oil 
& Equipment Co., Portland, Me.; Minot 
M. Shaw, Pocahontas Fuel Co., Inc., 
Salem, Mass.; and Philip D. Dalrymple, 
Dalrymple Oil Co., Lawrence, Mass. 


Olen Lane, vice president of Con- 
tinental Oil Co., was elected president of 
the Western Oil & Gas Assn. Other new 
officers are: D. T. Staples, chairman of 
the board of Tidewater Oil Co., first vice 
president; Howard C. Pyle, president of 
Monterey Oil Co., second vice president, 
and T. H. Wallace, vice president of 
Western Gulf Oil Co., treasurer. Felix 
Chappellet was reelected secretary, vice 
president and general manager. 
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The Oil Men’s Club of St. Joseph, 
Mo., elected Irving Slack, Quality Prod- 
ucts Oil Co., president; William Moles, 
D-X Sunray Oil Co., Ist vice president; 
W. M. Rozell, General Petroleum Corp., 
2nd vice president; and Charles Canaday, 
Kees-Lyons Oil Co., secretary. Clyde 
Criswell, Jack Zurow and Bob Wolle- 
man are directors. 

& 

John A. Kue- 
ther, Mille Lacs 
Oil Co., Milaca, 
Minn., was re- 
elected president 
of Northwest 
Petroleum Assn. 
(a profile on 
Kuether appear- 
ed March ’58, 
pl95). Also re- 
elected were 
Craig Shaver, 
Dickey and 

Shaver Inc., vice president; Ed Kopplin, 
Kopplin Oil Co., Litchfield, treasurer; 
and H. F. “Hiff’ Horning, executive sec- 
retary. Elected directors from North 
Dakota were: Bob Streater, Bismark; 
Roger Sheldon, Fulkirk; Bob Tallman, 
Fargo; and William Gorder, Landa. 
Elected directors from Minnesota were: 
Fred Meyers, Grand Rapids; John C. 
Thompson, Brainerd; Ralph Dahlstrom, 
Alvarado; J. W. Carlson, Pennock; Earl 
Sullivan, Duluth; Joe Bussard, New- 
brighton; Jack Reed, White Bear; and 
Jerry Johnson, Columbia Heights. 


Kuether 


James D. 
Campbell, 46- 
year-old newly 
elected presi- 
dent of the Ken- 
tucky Petroleum 
Marketers 
Assn., says he'll 
have to “spend 
a little less time 
on his own busi- 
ness” while serv- 
ing as KPMA 
head during 1959. Campbell 

His own business is the Capital City 
Oil Co. of Frankfurt, a Shell jobbership 
with 15 re-selling accounts. Campbell 
bought it in 1950 after several years 
with Power Oil Co., a Lexington Shell 
jobbership. 

His chief hobby is his work, he says, 
but he'll also admit to an interest in 
golf if you don’t talk scores. Married, 
Campbell has two sons, 17 and 10. 

Other officers are: George Haydon, 
Haydon Oil Co., Springfield, first vice 
president, and James R, Hamilton, Ham- 
ilton Oil Co., Georgetown, second vice 
president. Directors elected are: J. Heber 
Lewis, Burnside; Fred Stokes, Hickman; 
E. M. Bailey, Paducah; M. C. Brown- 
ing, Bowling Green; R. E. Coe, Cyn- 
thiana; W. R. Patterson, Lexington; and 
J. H. Mitchell, Elizabethtown. 

Herb Clay, re-elected secretary-treas- 
urer, is now working exclusively for 
KPMA, having retired as executive sec- 
retary of API’s Committee on Public 
Affairs in Kentucky. 

oe 


Dean  Spen- 
cer, president of 
Spencer Oil Co., 
Oakley, Kan., at 
32 is one of the 
youngest — if 
not the youngest 
—presidents to 
serve the Kan- 
sas Oil Men’s 
Assn, 

Despite his 
youth, Spencer 
has put in some 
13 or 14 years in the oil business. Upon 
his discharge as a World War II infan- 
try corporal, Spencer went into the busi- 
ness founded by his father, C. H. Spen- 
cer, in 1923. Upon his father’s retire- 
ment in 1956, Spencer took full charge. 
Supplied by Vickers Petroleum Inc., the 
company has one station in Oakley. 

Spencer’s interests, other than busi- 
ness, are his family, including a 9-year- 
old daughter, and occasional hunting and 
fishing jaunts. 

KOMA also elected Otha Hatfield of 
Lawrence, vice president, and re-elected 
Mrs. Elsie Martin, treasurer, and 
Charles Holmes, executive secretary. Re- 
elected directors are: Ray DuRoss, 
Wichita; Mitchell Ferguson, Dodge City; 
Ed Funk, Concordia; W. L. Oswald, 
Hutchinson; Ernest Unruh, Newton; 
and W. M. Watson, Marysville. 


Spencer 
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H. C. Lindberg, 
formerly division 
sales representative 
of D-X Sunray 
Oil Co.’s_ central 
division at Madi- 
son, Wis., is now 
sales manager of 
Gafill D-X Oil 
Co., South Bend, 
Ind. Gafill is a 
D - X__ subsidiary 
urchased in De- 

Lindberg comer. Arthur 
Sausaman, distributor salesman for D-X 
Sunray in South Bend, was named 
assistant sales manager. 

6 

Richard Marshall was named to the 
new post of regional manager, southern 
region, for Wilshire Oil Co. of Cali- 
fornia. Formerly area manager, he is 
responsible for all distributor, whose- 
sale, retail and commercial sales in 
Southern California, with the exception 
of the San Diego area. Jack Conrad 
succeeds Marshall as area manager. 
Ra!ph Ullum, formerly area manager in 
San Diego, becomes district manager 
responsible for all sales there. 

@ 

Harold E. McEnaney was elected 
president of McEnaney Oil Corp., Amo- 
co distributors in Albany, N.Y., suc- 
ceeding his brother Edwin J. who died 
recently. Edwin J., Jr., becomes vice 
president and a director. Two other sons, 
William J. and James T., become as- 
sistant treasurer and treasurer respective- 
ly. Thomas J. was re-elected secretary. 

e 


V. J. Centracco is now manager of 
the Chicago area industrial sales depart- 
ment for Kerr-McGee Oil Industries. He 
was formerly with Anderson-Prichard 
Oil Corp. as manager of their St. Louis 
office. 

* 


Joseph G. Shapiro of Commander Oil 
Corp., Oyster Bay, N. Y., has been 
named president of Long Island Oil 
Terminals Assn. for the new year. 

Other officers are James R. Wells of 
Wells Fuel, Inc., Great Neck, vice pres- 
ident; Raymond Slomin of Slomin’s Inc., 
Seaford, secretary; and Robert Burns of 
Nassau Utilities Corp., Roslyn, treasurer. 

a 


Robert W. Barnes moves up from vice 
president to president of Marquette 
Petroleum Products, Inc., lube and spe- 
cial oils marketers in Chicago. He suc- 
ceeds Walter J. Ruby who retires after 
23 years. Ray R. Ford was elected vice 
president, and Harry E. Rotert, perma- 
nent chairman of the board, was elected 
treasurer. 

« 


John R. Elliot, northern division man- 
ager at Minneapolis for Gustafson Oil 
Co., becomes manager of supply and 
marketing operations in the Chicago 
home office. Gustafson markets residual 
and distillate fuel oils in Illinois, Minne- 
sota, Wisconsin and Michigan. 
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South Carolina Oil Jobbers Assn. re- 
elected all of its officers for 1959, 
namely: W. G. Des Champs, Jr., presi- 
dent; John C. Lenning, vice president; 
T. H. Albenesius, Jr., treasurer; and 
W. L. Heinz, executive secretary. 


Eugene F. McCabe and Rush F. 
Carrier are both recently retired from 
Tidewater Oil Co.’s eastern division 
marketing department, but they're both 
still working in oil marketing. 

McCabe is now an oil marketing con- 
sultant specializing in the purchasing 
and sale of oil distributing companies. 
He was formerly a vice president of 
Tidewater’s eastern division marketing 
department and had been assigned to 
marketing development since 1955. 

Carrier has joined Wescar, Inc., Tide- 


water distributor in Sherbourne, N. Y., 
his native city. He was Tidewater’s di- 
visional distributor sales manager from 
1954 until last November when he be- 
came special assistant to the division 
marketing manager. 


a 
Frank E. Wyant is now marketer, 
TBA and specialities, in Gulf Oil’s Phil- 
adelphia division, succeeding P. L. 
Kurtz, who became Gulf’s assistant dis- 
trict manager in Charleston, W. Va. 
Previously Wyant was supervisor of 
home heating and the farm market, 
Philadelphia division. 
* 

Billy Parker, manager of aviation sales 
for Phillips Petroleum Co., was a star 
attraction at the dedication of a new 
terminal building at Dannelly Field in 
Montgomery, Ala. Parker’s flight in his 














The New F. la-masler 


Hand Pump 


for cleaner. 


* EASY PUMPING 


* HIGH 
CAPACITY 


safer. easier 


liquid handling 


* CORROSION-RESISTANT 


CONSTRUCTION 


* SELF-PRIMING WITH 
HIGH SUCTION LIFT 


* COMPACT AND 
LIGHTWEIGHT 


SAFETY DRAIN 

Provides for th 
” . e 

back Of liquid (after each 

Pumping Operation) from 


the pump cham . 
charge fittings, ber and dis. 


“drain- 





For full details, write for Bulletin 310. 


"liquid materials handling”® equipment 





BLACKW 
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BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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Super 200" 


COMPACT ELECTRIC 


BIG 


BUILT FOR TOUGHEST JOBS 
“Direct-Mount” for 
quick and easy instal- 
lation on underground 
tank. Exclusive Gas- 


boy ‘“‘Install-a-Soc- * ' 


ket”, 2” x 40” mount 
ing base furnished 
with pump. 


FITS ANYWHERE 

You can use this com- 
pact ‘powerhouse 
101 different ways 
... handle and install 
as easy as a barrel 
pump. Delivers a fast 
15 g.p.m. with accu- 
rate measurement. 


WILLIAM WILSON’S SONS, INC 


Wetarvelelic 


IN EVERYTHING 
EXCEPT 


MEETS LOWEST BUDGET 
“Pedestal Mount” base 
furnished with 1” x 44” 
suction pipe, “L” to 
, base outlet. Install-a- 
Socket also supplied. 


WRITE TODAY FOR 
NEW CATALOG 


malate) 
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1912 pusher plane offered a_ sharp, 
historic contrast to the rest of the dis- 
play—the latest type military and com- 
mercial aircraft, jet-assisted takeoffs, 
precision acrobatics. 

* 

Harry Kennedy expects to be back 
to work on crutches. Kennedy, senior 
vice president of Continental Oil Co., 
broke his leg in an auto accident in 
Knoxville Dec. 3 when his car went 
out of control in a rainstorm. 

Kennedy and his wife—who ended up 
with a cracked rib and face lacerations 
—were returning from the API meet- 
ing in Chicago. To make matters worse, 
Kennedy reacted badly to the anti- 
biotics they gave him in the hospital. 

e 

R. A. Dryden, formerly district man- 
ager of Pure Oil Co.’s Midwest division, 
was appointed Detroit area sales man- 
ager. 

© 


Getgood 


John Getgood, general manager of 
Phillips Petroleum Co.’s sales depart- 
ment since July 1956, now heads a new 
foreign sales and development depart- 
ment headquartered in New York City. 
The department initially will engage in 
world-wide sales of crude oil but ulti- 
mately will be responsible for foreign 
sales of all Phillips products, patent li- 
censes and technical services, the pur- 
chase and resale of petroleum products, 
and the development of manufacturing, 
distribution and sales projects. 

G. L. Lory takes over as general sales 
manager succeeding Getgood. An assist- 
ant sales manager since March 1955, 
he spent three years as regional man- 
ager in Bartlesville before that. Earlier 
he spent 20 years in the Des Moines, 
Iowa, division. 

Phillips also announces that G. E. 
Glatfelder, assistant sales manager for 
two years, becomes senior assistant sales 
manager; G, J. Morrison, division sales 
manager at Atlanta, Ga., becomes an 
assistant sales manager. J. E. Chisholm, 
senior assistant division manager there, 
succeeds Morrison at Atlanta. 


W. J. Holliman, former sales promo- 
tion manager, Phillips Petroleum Co., is 
now marketing assistant to the assistant 
sales manager. Paul Warner moves up 
from assistant sales promotion manager 
to succeed Holliman. 


James M. Doss was appointed assist- 
ant general sales manager (merchandis- 
ing) of The Texas Co.’s domestic sales 
department. He moves to executive 
offices in New York from Chicago where 
he has been regional sales manager of 
the 15-state central sales region since 
1954, Doss’ appointment is a staff addi- 
tion, with J. E. Fritts continuing as the 
other assistant general sales manager 
(merchandising). 

Clifford W. Krueger, Chicago division 
sales manager since 1953 and Indian- 
apolis division sales manager before 
that, succeeds Doss. Floyd R. Skipwith, 
former assistant division sales manager 
at Indianapolis, transfers to Chicago to 
replace Krueger. 

* 


Joseph F. Bardsley of Esso Standard 
Oil Co. heads up New Jersey Oil Trade 
Assn. for another year. He and other 
officers were re-elected at the group’s 
annual meeting. 

Other officers are Albert F. Germaine 
of Jaeger & Germaine Oil Co., vice 
president; Henry Muller of Muller Fuel 
Oil Co., treasurer; Foster L. Jones of 
Nopco Chemical Co., secretary; Earl 
Zabriskie of Gulf Oil Co., national 
counsellor; and Victor M. Jones, execu- 
tive secretary. 

Joseph N. Hunt, Hunt Oil Co., Mil- 
waukee, died Jan. 4. He had been ill 
for some time and had been in and 
out of the hospital on several occasions. 
Hunt was serving his first time as a 
director of the Wisconsin Petroleum 
Assn. 

* 


Joseph E. Gore, president of the Pure 
Quill Gasoline Corp. and the Rochester 
Gasoline Corp., Rochester, New York, 
died Jan. 18. Gore helped organize the 
corporations and has been president 
continually. 

o 


Howard J. MacGready, sales manager 
of Aurora Gasoline Co. for 15 years, 
died of a heart attack Jan. 21 while on 
vacation in Miami Beach. He was 66. 
MacGready was founder, board member 
and past president of the Detroit Oil 
Men’s Club. 

& 


Willard A. Carsale, fuel oil distributor 
for 26 years, died Jan. 22 in Albany, 
N. Y. He was 59. Carsale is survived by 
his wife and two sons. 
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Coming Meetings 


MARCH 


Iowa Independent Oil Jobbers Assn., man- 
agement institute, Continuation Center, 
State University of Iowa, Iowa City, Mar. 
9-11. 

Illinois Petroleum Marketers Assn., 37th an- 
nual meeting and trade show, Hotel Morri- 
son, Chicago, Mar. 10-11. 

Missouri Petroleum Assn., management in- 
stitute, University of Missouri, Columbia, 
Mar. 10-11. 

Northwest Petroleum Assn., management 
institute, Oil Men’s Club, Nicollet Hotel, 
Minneapolis, Mar. 15. 

Society of Automotive Engineers, national 
passenger car, body and materials meeting, 
Sheraton-Cadillac Hotel, Detroit, Mar. 16-18. 
Western Petroleum Refiners Assn., 47th 
annual meeting, Hilton Hotel, San Antonio, 
Mar. 16-18. 

Kentucky Petroleum Marketers Assn., 4th 
management institute, Brown Hotel, with 
University College, University of Louisville, 
Louisville, Mar. 17-19. 

Ohio Petroleum Marketers Assn., annual 
meeting and trade show, Deshler-Hilton 
Hotel, Columbus, Mar. 18-19. 

Oklahoma Oil Jobbers Assn., annual spring 
convention and trade show, Hotel Biltmore, 
Oklahoma City, Mar. 18-19. 

Texas Oil Jobbers Assn., annual convention 
and trade show, Hilton Hotel, San Antonio, 
Mar. 19-21. 

Florida Petroleum Marketers Assn., annual 
spring meeting, Robert Meyer Hotel, Jack- 
sonville, Mar. 20-21. 

Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Mar. 25. 


APRIL 


Oil-Heat Institute of New England, annual 
meeting, Statler-Hilton Hotel, Boston, Apr. 2 
Michigan Petroleum Assn., semi-annual 
meeting and trade show, Hotel Pantlind, 
Grand Rapids, Apr. 2-3. 

Empire State Petroleum Assn., annual meet- 
ing, Hotel Astor, New York City, Apr. 5-7. 
Oil Industry TBA Group, western division, 
8th annual meeting, Biltmore Hotel, Santa 
Barbara, Apr. 6-7. 

North Carolina Oil Jobbers Assn., manage- 
ment institute, University of North Carolina, 
Chapel Hill, Apr. 12-17. 

Independent Oil Men’s Assn. of New Eng- 
land, annual meeting, Statler Hotel, Boston, 
Apr. 14 

National Petroleum Assn., semi-annual meet- 
ing, Hotel Cleveland, Cleveland, Apr. 15-17. 
American Society of Lubrication Engineers, 
annual meeting and lubrication exhibit, 
Hotel Statler, Buffalo, Apr. 21-23. 

Natural Gasoline Assn. of America, 38th 
annual convention, Baker and Adolphus 
Hotels, Dallas, Apr. 22-24. 

Assn. of American Battery Manufacturers, 
semi-annual meeting, Hotel Americana, Bal 
Harbour, Miami Beach, Fla., Apr. 23-25. 
&Colorado Petroleum Marketers Assn., 
semi-annual meeting, Petroleum Club Build- 
ing, Apr. 24. 

Assn. of Eastern Petroleum Credit Mana- 
gers, annual meeting, Statler-Hilton Hotel, 
Buffalo, Apr. 27-29. 

Western Petroleum Refiners Assn., south- 
west regional-technical-industrial relations 
meeting, Hotel Paso Del Norte, El Paso, Apr. 
29-30. 
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Oii-Heat Institute of America, 37th annual 
convention and management conference, 
Olympic Hotel, Seattle, Apr. 28-May 2. 

> Oil Industry TBA Group, Central Section, 
annual convention, Chase Hotel, St. Louis, 
Apr. 30-May 1. 


MAY 

Tennessee Oil Men’s Assn., spring meeting, 
Andrew Johnson Hotel, Knoxville, May 3-5. 
Independent Petroleum Assn. of America. 
semi-annual meeting, Westward Ho Hotel, 
Phoenix, May 3-5. 

National Tank Truck Carriers, annual meet- 
ing, Shoreham Hotel, Washington, D. C., 
May 3-6. 


1 


Variable d -_ e 
ment rotor blo 


Sealed end 


Liquefied Petroleum Gas Assn., annual meet- 
ing and trade show, Conrad Hilton Hotel, 
Chicago, May 3-6. 

API, Lubrication Committee, San Marcos 
Hotel, Chandler, Ariz., May 4-6. 
Independent Oil Men’s Assn., annual con- 
vention, Hotel Statler, Boston, May 5. 
Indiana Independent Petroleum Assn., spring 
convention, Country Club, South Bend, May 
5-6. 

North Carolina Oil Jobbers Assn., annual 
spring convention, The Carolina Hotel, Pine- 
hurst, May 10-13. 

Pennsylvania Petroleum Assn., annual spring 
meeting, Hotel, Bedford Springs, Bedford, 
May 10-12. 

Gasoline Pump Manufacturers Assn., annual 
meeting, The Greenbrier Hotel, White Sul- 
phur Springs, W. Va., May 11-13. 

Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 14. 


First “listing. 


ear 
S| 


Dry seal indicator 


7 Over-sized stress 


proof steel shaft 


Dynamically 
balanced impeller 


J) reasons to buy 
Roto-Prime Pumps 


For Bulk Plants, Tank Farms, Terminals: a centrifugal pump 
designed specially for handling petroleum products, 
designed for maximum efficiency and positive self- 


priming on suction lifts. 


The cut-away picture above of the Gilbarco Roto- 


Prime illustrates the 9 features which make this 
pump the most versatile in the petroleum handling 
Write today for full information on why 


industry. 
the Roto-Prime is your best buy. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
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DISPLAYED RATE 
The advertising rate is $17.75 per inch for 
Equipment and Business Opportunity advertis- 
ing appearing on other than a contract basis. 
Contract rates quoted on request. 


Employment opportunities $27.00 per inch, 


CLASSIFIED 


INFORMATION 


BOX NUMBERS count one additional line in 
undisplayed ads. 

DISCOUNT of 10% if full payment is made 
im advance for four consecutive insertions of 
undispiayed ads (not including proposals). 
AN ADVERTISING INCH is measured 7g inch 
vertically on one column, 3 coiumns—30 inches 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line (see © on Box Numbers.) 

POSITIONS WANTED. Undispiayed rate is one 
half of above rate, payable in advance, 
PROPOSALS, $1.80 a line an insertion. 


| 


subject to Agency Commission. 


P.O, Box 12, N. 





ADDRESS BOX 
Classified Adv, Div. 
Send to office nearest you. 


NO. REPLIES TO: Box No. 
of this publication, 


NEW YORK 36: P, O. BOX 12 


CHICAGO 11: 520 N. 
SAN FRANCISCO #4: 





Michigan « 


Ave. 
68 Post St. 


POSITION VACANT — 





. in confidence, complete 


requirements and picture to P- 


Petroleum News. 


resume, po at 
1018, National 





POSITIONS WANTED 





Marketing Executive, age 35, college graduate, 
10 years successful major oil background see 


association 
references. 


with smaller company. Excellent 
Thoroughly experienced in 


sales, 


supervision, real estate, farm, heating-fuels and 


retail trade. 


Present work administration-bud- 


get, sales promotion and pricing. PW-9494, Na- 


tional Petroleum News. 





Sales And Operations Manager of proven, suc- 
cessful judgement desires contact with strong 


marketing, leases, real estate, financing, credit, 


bulk plant management, 


station 


and travel. 
pilot. Reply PW-9763 National Petroleum News. 





Real Est. Rep. Age 38—College—8 years —¥ 


perience as Ill. broker. Present 
¢. Chgo. suburban area. Also 
is. 


work No. 
acquainted in 


PW-9954, National Petroleum News. 





BUSINESS OPPORTUNITIES 





Bulk Oil Plants Propane Gas Plants—Selected 


properties throughout the midwest. 


We specialize 


n selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 


apolis 3, Minnesota. 





For Sale in Oklahoma—Oil Com 
ing Plant with land, plant facili 


cunding Blend- 
ties, machinery 


and equipment. Idea] location, two railroads, two 


freight lines. 
brands of oil and an established 


Three well advertised trade-mark 


brand of per- 


manent anti-freeze, BO-9059, Natiunal Petroleum 


ews. 





Jobber Business annual volume 3,250,000 major 
oil representation contracted year to year ex- 
cellent earnings 100,000 cash needed for inven- 
tory trucks location upper New York State. BO- 


9652, National Petroleum News. 





Jobbership, selling major 


brand petroleum 


products, located in rapid growing southern city. 


Approximately $75,000 required 
and inventory. BO-1005, 
News. 


National 


for equipment 
Petroleum 





FOR SALE 





Tank Trailers—Sale or Lease—4000 to 8300 
gal.—steel & aluminum. Hackett Tank Co., Inc., 


P.O. | xs 803, Packers Sta. 
1-2363 


—K. © Kansas MA 





WANTED 





Wanted To Buy—Good, modern 


4 or 5 com- 


partment, gasoline truck tank of 1800 to 2000 
gal. size, with barrel or package cabinets. Must 
be in excellent condition and suitable for gaso- 
line deliveries. Gross weight on rear ax'e must 


not exceed 18,00 
Box 951, El Dorado, Arkansas. 
83-3051. 
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0 Ibs. C. W. Kinslow, Jr., Texaco, 


Phone UNion 


—to a page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
Y. 36, N. Y. SECTION CLOSES March 11th for April issue. 





EXCELLENT SELLING OPPORTUNITY 
AVAILABLE—Excellent opportunity avail- 
able as Assistant Sales Manager with leading 
midwest Manufacturer of marketing equip- 
ment for service stations. Desired age: 27-35 
years, engineering degree preferred. Experi- 
ence selling major oil companies and oil 
equipment jobbers helpful, travel necessary. 
Write in confidence, giving complete details. 


SW-9387 NATIONAL PETROLEUM NEWS 
520 N. Michigan Ave., Chicago 11, Ill. 








SALES ENGINEER 


ex P = ENCED ON TANK TRUCK COM- 
» LEADING 


Ré SA 
c Ww ITH “FIRST “LETTER APPLY TO 
SALESMANAG 
-9839 NATIONAL PETROLEUM NEWS 
520 N. Michigan Ave., Chicago 11, Ill. 


ARE YOU SURE 


That you are operating as efficiently 
as possible? We will survey your 
operation at no charge. Cost of our 
service is paid from % of actual 
saving attained. 


No Results — No Pay 


WRITE 


Petroleum Marketing Consultants 


Post Office Box A. 
OAKHURST, N. J. 








Wanted—Sales Manager and Salesmen 


capable of handling fuel oil and equipment 
sales for large independent oil comp Give 
resume in detail and send to attention of Philip 
Kaplan, c/o Crown Petroleum Corporation, 92 
Walnut Street, Hartford 1, Connecticut. 











REPRESENTATIVES WANTED 


Manufacturer’s agent or organization calling on re- 
huers, petro.eum processors and grease makers to 
seil advanced design, high production grease mill 
now meeting with favorable acceptance in industry. 


RW-9927 NATIONAL PETROLEUM NEWS 
Class, Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 


burk plant and stations, 
Write BO-9401, 


FOR SALE 
Major Brand 
Petroleum Products Jobbership 


n Central Texas, Annual volume 3,000,000 gal., 

ect climate, 125% 000 om 

50,000.00 cash needed for equipment and wits’ 
NATIONAL PETROLEUM NEW 


520 N. Michigan Ave., Chicago tI, It. 











yeto. gtavice STATION LIGHTING FIXTURES, 


i apenas 
ERE & ge 


t H. Simpson- 
Petroleum Sales & Construction. Box 298, Blue island, 
ill. FUlton 5-6500. 


Many in use less than 2 yrs., first class 
Jncrate id. RE- 


ROTAN. F mf eondit on. tt her 
. : 


UORES CEN 
aces blie: 














CAPITAL WANTED FOR BROADWAY SHOW 


. PROVEN SUCCESS... 
Top Star Production 
Limited partnerships available 
fn 1,000 to $75,000 
r full details write 
BO-9835 National "Petroleum News Class Adv. Div., 
. Box 12, N.Y. 36, N.Y 











GASOLINE 
STATIONS 


Independent marketer will buy or 
lease stations on busy intersec- 
tions in cities of 20,000 or over, 
east of the Mississippi. Write in 
full confidence to 


BO 9632, National Petroleum News. 
520 N. Michigan Ave. Chicago 11, Ill. 











PROFESSIONAL 
SERVICES 

















PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 








OPPORTUNITIES 





Business; personal or personnel; financial; 


equipment; etc., may be offered or located 
through the classified advertising section of 


NATIONAL PETROLEUM NEWS. 
©oe3oeeeeese ee 
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“Which way to the Freeblegas economy run?” 


@ Sun jobber LeRoy (Brainstorm) Schneider says 
the six grade system of marketing is doing fine in his 
home state, Virginia. But next door in Kentucky, it’s 
a different story. Natives of the Bluegrass country, 
of course, like everything straight—no blends. 


@ Speaking of states, the addition of the new one up 
north has put one major marketer on the spot. What 
do you suppose Texaco will do now with its slogan 
“the only gasoline sold in all 48 states.” 


of the barrel 














“You'll do well as station manager, Al. The 
boys have already begun to hate your guts.” 








@ It couldn’t happen at our neighborhood station. 
A Detroit attendant was warned by his boss to take 
care in cashing checks. When a stranger, a woman, 
handed him a personal check, he scowled, inspected 
it, then brightened. “Yes ma’m, that’s a very fine 
bank,” he said and gave her the money. 


e Then there was the Martian who asked the gaso- 
line pump if it didn’t have anything better to do than 
stand there with its finger in its ear... ® 

















“Whatsa matter, Mac? Squirrel fall off the treadmill?” 























“Dammit, I keep telling you we have a critical 
oversupply of gasoline!” 
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AIRWAY S® 


New B.F.Goodrich hose can 
take abuse, won't mark aircraft 


HE cover of this B.F.Goodrich 
hose is made of tough, new 
rubber compounds that can take the 
roughest scrapes without a sign of 
wear. And it can be tugged along the 
wing without leaving unsightly black 
marks on the aircraft. It's smooth, 
with no ridges to snag on rivets or 
sharp edges. Oil and gasoline won't 
hurt it, nor exposure to all sorts of 
weather. 
This new, improved B.F.Goodrich 


hose, known as Type 38, is reinforced 
with three braids of a new chemically- 
produced fiber many times stronger 
than cotton, that gives it strength, with- 
out making it stiff and bulky. Both 2” 
and 2%” sizes are factory tested to 400 
pounds psi, giving them a better than 
3-to-1 safety factor over the recom- 
mended 125 pounds working pressure. 
The hose tube is gasoline and oil- 
proof, will not swell. 

Safe and strong as it is, this hose is 


also flexible, easy to handle. It won't 
collapse to cause shut-offs or slow up 
deliveries. Hose works equally well in 
top deck or reel service. 

B.F.Goodrich aircraft fueling hose 
meets all NFPA specifications as ap- 
proved by the CAA, major airlines, 
and insurance underwriters. Call a 
B.F.Goodrich distributor for more 
information, or write B.F.Goodrich 
Industrial Products Company, Department 
M-518, Akron 18, Ohio. 


BE Goodrich aircraft fueling hose 


192 (To obtain more data on advertised products see page 158) 
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TOKHEIM Lu Rar makes other 


oil displayers seem old-fashioned 


e No Doors to Store Oe ik a moraine : e Speeds Service 
@ Sel/s Oil or TBA Seah ae | ae e Keeps Islands Clean 
on 4 fronts tS aay | orn e ALL THIS AND MORE 


























LuBar displays 60 quart LuBar's flat top permits 
cans. SAE tabs at top display of larger acces- 
identify each vertical row. sories, or advertising. 


























Display panels on four All four panels lock with Easy disposal of empties Large’'Can-tainer''at bot- 
sides swivel 180° easily a key, effectively prevent- helps keep island clean tom of LuBar holds emp- 
to open or close. ing theft and tampering. Space for pouring spouts. ties, is easily removed. 


Write today for bulletin! 
There is no substitute for TOKHEIM QUALITY / 


TOKHEIM CORPORATION 
DFSIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


Oe £2) CF a} 1650 WABASH AVENUE FORT WAYNE, INDIANA 


Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto, Ontario 








ee |. ne 


Choose from either the economy- 
sized and priced “Salesman 48" or 
the deluxe L3D units. 





They count pennies to keep a 


billion-dollar business going... 


ver asoline pump represents the final link of 
Eve y= Pp Pp Pp k Through research ...@ better way 


a long, expensive line. How profitably it does its 
job depends on its accuracy, dependability and 


on its ability to “dress up” the overall appearance ake’ a 
of service stations. A 


RF OR A Toe oe 
Today, A. O. Smith pumps are more accurate, Smith- <. 2 Division 


more reliable and more attractive in appearance Factories: 5715 Smithway St., Los Angeles 22, Calif.; Erie, Pa. 
Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 
than ever before. 22, Calif.; New York 17, N. Y. Canada: Toronto 12, Vancouver 1. 
; A. 0. Smith INTERNATIONAL S, A. Milwaukee 1, Wisconsin, U.S. A. 

For proof, contact your nearest A. O. Smith repre- 


sentative or write direct. 











sett ss geen 





